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sar y ntro Co O the famous CORA SCOVIL manne- 

“S; quins in diminutive — flexible display figures that 
& AD look and act like regular kids, just as their talented, 
“~~ / sophisticated predecessors look like lovely ladies. 
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ARIZONA—Codd Advertising Service, 16 North Scott St., Tucson. 


Include Tucson in your next campaign. 





AUSTIN, TEXAS—Livingston Display Service, 205%4 W. Sixth St. 





BUFFALO, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pear] 
St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, Albany, 
Utica, Poughkeepsie, Binghamton, and Erie, Pa. 





BUFFALO AND VICINITY—Victory Sign and Display Studios, 
39 W. Chippewa St. First-class window installation service at reason- 
able rates. Large and reliable. Satisfaction guaranteed. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, John Sanders, General Manager. A modern 
display organization covering Chicago and suburbs completely. Estab- 
lished 14 years ago. 








CINCINNATI 


WINDOW DISPLAY 
INSTALLATIONS FOR 
NATIONAL ADVERTISERS 


CINCINNATI DISPLAY SERVICE 
Walter G. Vosler 
519 MAIN STREET CINCINNATI, OHIO 



































CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





CLEVELAND, OHIO-—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland Heights. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverage of the 
Cleveland market. 


CODY, WY0O.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., Union 
Bank Bldg. A modern service that satisfies its clients. A trial will 
convince you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
““Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, ‘Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. llth 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Covering Western Pennsylvania, Eastern Ohio, Northefn 
West Virginia. Quality and service that satisfies. 


PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 








QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





4 
SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





STAUNTON, VA.—Frank B. Holt, Advertising and Display. Sat- 
isfactory service for Western Virginia. Write for map. 





VERMONT—Hope Advertising Service, 6 Cliff St., Orleans. 
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THE FINEST BOOK ON WINDOW DISPLAY 
— PUBLISHED ANYWHERE 


Sea SQ eee SS BSS SSS SS SSS SSS eee ee SS ae | 
& DISPLAY WORLD, Cincinnati, Ohio k 
(| Enclosed find $5.00, for which send a copy of § Thirty-two —— 450 Illustrations 
WINDOW DISPLAY MANUAL, postpaid. & 
{| Enclosed find $7.00, for which send me a copy 4 
of WINDOW DISPLAY MANUAL, postpaid, 8 
and enter (or extend) my subscription to 8 .00 Postpa ic 
DISPLAY WORLD for one year. (Foreign ! 
and Canada, $8.00.) 


a ' The Display Publishing Co., Cincinnati, Ohio 
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DISPLAY WORLD nominates for 
the “Hall of Display Fame,’ I. A. 
Fisher, Director of Displays, Zion’s 
Co-Operative Mercantile Institution, 
Salt Lake City, Utah. Mr. Fisher, 
with his “7 OUT OF 10 WEAR 
HICKOK BELTS AND BRACES” 
produced his most productive, 1933, 
display, and at the same time cap- 

tured first prize in the National 
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“1934 WILL BE ANOTHER 
YEAR CONTRIBUTED TO 
THE UNKNOWN NUMBER 
REQUIRED TO RIGHT- 
FULLY CHANGE DISPLAY 
FROM AN ART TO A 
SCIENCE.” 


A. G. PARKE. 
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Display Managers 








Your opportunity has come. Better times are 
actually here and will bring a demand for better 
merchandise. You are going to be called on to 
sell quality again. Have you the necessary 
equipment to make the most of this chance and 
win recognition and reward? You cannot turn 
out the latest and best in display advertising if 
you haven't the latest model CUTAWL. Without 
this machine quality displays become so ex- 
pensive that you will be constantly handicapped 
by excessive cost. Made with the CUTAWL the 
most elaborate display is not costly. The savings 
you can achieve will pay for the machine in just 
a few months. No progressive displayman can 
afford to be without a CUTAWL, particularly at 
this time. 


DON'T DELAY ANOTHER DAY 


A Cutawl is the only tool made that will meet 
your every need. It cuts practically any material 
into designs of any shape or size with the great- 
est rapidity and perfection. 





This type of show window treatment is made possible through [ ‘ 
the use of the CUTAWL. It is the work of Jerome E. Think over your present situation. Can you af- 


Walter, display manager of Kresge's Department Store ford to wait longer? Others have acted—and 





P in Newark, N. J. so must you. 
e 
Roem, If you have not heard about the new K9 Cutawl mail 
COnXp us the attached coupon at once for full information. 
VV; 4 Was If you already know about the startling new improve- 
Ne — > Sey ments on this model, order your Cutawl at once so that / 
p: . 7» you can get better profits immediately. Don't delay! 
tn, "inn @ 
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DISPLAY’S GREAT MONTHLY DIGEST 


VOLUME XXIV JANUARY 1934 ~ NUMBER 1 


OUR 1934 DISPLAY TREE! 


ROBERT R BOWE 
Display Must Be Original in the Year of 1934! 

















KENNETH LAIRD 


In 1934 We Are Going to Stop Trying to Hang 25 
Different Selling Arguments on Every Display! 


LOWELL W. SHIELDS 


We Are Firmly Convinced That Window Displays Are 
Probably the Most Effective of All Sales Stimulants! 


R. P. OLMSTEAD 


During the Last Two Years, Point-of-Sale Advertising Has 
Been the Most Important Feature in Our Advertising Program! 


FRANK M. MAYFIELD 


I Am Convinced That We Are Entering a Year in Which 
“Dramatization” Will Be the Keyword of the World of Display! 


B. E. CHAPPELOW 


We Are Convinced that Window Displays Are One of the Cheapest 
Forms of Advertising Promotion That a Manufacturer Can Have! 


G. G. GIBBS 
Complete Your 1934 Displays With Just a Little More Sales Punch, No Mat- 
ter What They Feature . . . Beans or Packards, Dresses or Goodwill Copy! 


HAROLD A. BIDWELL 


A Panacea for 1934 Without Ills! More Effort! More Thought! More Plan- 
ning! More Results! ... With Simplicity of Display Presentation as a Guide! 


H. C. OEHLER 


Stores That Do a Clear-Thinking 
Job of Display Planning, Calcu- 
lated Entirely on Productivity 
Are Going To Be the First to Real- 
ize the Benefits of Any Business 
Improvement in the New Year! 
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Thalhimer Bros. 
Richmond, Va. 


TRAINED ELEGANCE 


Creator 
J. E. STYLES 
Worth’s 
South Bend, Ind. 


SATIN VELVET 


Creator 
CARL SHANK 
Stix, Baer &% Fuller 
St. Louis, Mo. 
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DISDLAYMER 


DISPLAY 


GEORGE W. WESTERMAN 


President I. A. D. M. 
Jackson, Mich. 


I have been asked, as has been the cus- 
tom of past years, that as president of the 
I. A. D. M. I express an opinion as to the 
outlook for the new year, 1934, and as I look 
forward to this new year I cannot help but 
also review the years we have just put be- 
hind us. Gigantic federal machinery has 
been set up to undo a national condition 
and is making rapid strides toward their 
objective of a revival of business activity. 
Countless thousands of former unemployed 
have been put back to work, and this is 
bound to increase retail sales, and increased 
sales naturally increase manufacturing pro- 


- duction. 


There will be increased demands on the 
display departments of the country, as every 
merchant will attempt to put his best foot 
forward to obtain his full portion of in- 
creased business. Display budgets are being 
increased and others will automatically be 
increased to care for these new demands. 
In many instances display departments will 
add to their personnel, and every display 
director or displayman who will be priv- 
ileged to make selections of new men should 
be sufficiently farsighted to realize that by 
employing young, inexperienced, depression- 
waged men they will only discount their 
own value and worth to their companies and 
to their profession. 

The depression is still holding as host- 
ages hundreds of tried and proven, even ace, 
displaymen who, through no fault of their 
own, have been unable to make connections 
in their chosen vocation. The display pro- 
fession has taken a real financial fall and 
can be returned to its higher level only if 
those who will be responsible for hiring 
new men in display departments will con- 
sider carefully in their selection and then 
hire at a living wage a displayman. When 
the displaymen of the country are returned 
to work, you can know then, and only then, 
that this country of ours has passed its 
crisis. Let us all help toward making 
“Peace on earth, good will toward men.” 


DISPLAY 
J. DUNCAN WILLIAMS 


Executive Secretary, I. A. D. M. 
Chicago, Ill. 


Nineteen hundred thirty-four offers in- 
finitely brighter future for display that it 
has had probably during any single year 
of the past—and for these reasons: 

1. None of ous would want to go back to 
any year of the past if we could, particularly 
if we knew for certain that we would have 
to live through 1931, 1932 and 1933 again. 

2. As bad as those years have been, they 
have still benefitted all of us mentally, mor- 
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ally, spiritually and technically. The hard- 
ening process of adversity has taught us 
how to take it. The diminished display 
budgets have taught us how to be more re- 
sourceful and economical while sharpening 
our wits and improving technique. 

3. None of us of this generation will ever 
be afraid of losing his job again. Those 
who haven't lost one have learned to work 
without a salary. 

4. Our intelligence has enlarged as our 
ego has shrunk. We have learned something 
about the realities from realities. 

5. We are looking forward to brighter ex- 
pectancies and not looking ahead into the 
dark, as we were a year ago. 

6. Business is already greatly improved 
over a vear ago, and is steadily continuing 
to improve, measured by any rule or theory. 
(Republican politics excepted.) 

7. The averages are all in our favor and 
we are really due for the good breaks. 

8. The I. A. D. M. is back on the job with 
a brand new organization setup and service 
plan synchronous with the new day and the 
new deal. 

9. Rewards always follow right thinking 
and right activity. 


DISPLAY 


FLoypD E. TUCKER 
Secretary, P. C. A. D. M. 
Seattle, Wash. 


“Coming events cast their shadows before” 
—this trite but popular statement may be 
used as a medium in predicting just what 
is in store for displaymen in 1934. A great 
shadow of golden hue was cast in the closing 
rmonths of the past year which reflected a 
new era of rebuilding for the entire display 
profession. 

This general movement of reorganization 
was given momentum primarily because of 
the changing conditions encouraged by the 
NRA and in view of certain recent develop- 
ments I believe that 1934 will bring forth 
more cooperative and concerted effort in dis- 
play association work than in all past his- 
tory combined. 

We're on our way! Let us not falter until 
our hopes and aspirations are realized—then 
and then only will displaymen fully appre- 
ciate the merits of their great profession. 


VISPLAY 


LEROY W. FRYMAN 


Mearick-Ames, Inc. 
Dayton, Ohio 


Just as certain as 36 inches make a yard 
or 365 days make a year, the following four 
words make for successful displays: “At- 
tention,” “Interest,” “Desire” and finally and 
most important “Sales.” Old stuff you say. 
Yes, old but still the only yardstick that 
you can apply to the success or failure of 
your efforts. 














Four words, old words, moth eaten words 
if you please, but not too old to be posted 
up above your desk. The first words the 
young apprentice should learn and the last 
words the old-timer should forget. 

Leaf through the pages of DISPLAY 
WORLD. Look at the reproduced windows. 
Analyze them. Study them. Measure them 
and you will find they have attracted at- 
tention—they have aroused interest—they 
have created desire and they have been pro- 
ductive of sales—otherwise they would not 
be on the pages of this leading display pub- 
lication. 

So what Displays may be sales, 
moderne, continental, spectacular or what 
not but if they measure up with the old yard 
stick you cannot go far wrong in 1934, 1935, 
or even 1936. 


DISPLAY 


A. G. PARKE 
Sears, Roebuck &% Co. 
Chicago, II. 


Nineteen hundred thirty-four will be an- 
cther year contributed to the unknown num- 
ber required to rightfully change display 
from art to a science. More displaymien 
will reluctantly change from art creation (?) 
to sales creation. In this respect, 1934 will 
“Beat last year” by increasing the percent- 
age, although the volume will still be small. 
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CARL VY. HAECKER 
Montgomery Ward & Co. 
Chicago, Ill. 


With business recovery sure to take place, 
thousands of men actively engaged in the 
work of displaying merchandise will be a 
more important factor than ever before. The 
national question today, as I see it, is dis- 
tribution since production has developed to 
such a high plane of efficiency. Therefore, 
any man engaged in selling merchandise 
through retail channels to the consumer will 
contribute largely to this very important 
factor. It behooves everyone engaged in 
display or the presentation of merchandise 
at the point of sale to know the product— 
know what the consumer wants and desires 
—and know how and when to present this 
to get the best results. 

Certainly there is an apportunity for every 
displayman if he will but study the funda- 
mentals of distributing merchandise and will 
look toward the end of making his displays 
attract attention—arouse desire—and stimu- 
late action to the point where sales increase 
and the cost of distribution decreases. 

Let’s put our shoulders to the wheel and 
contribute daily finally emulating display to 
its rightful place in the merchandising and 
retail field. 
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GEORGE H. WAGNER 
The Golden Rule 
St. Paul, Minn. 


If the displayman who placed decorative 
att above merchandising ever occupied a 
place in the “Who’s Who of Display,” he is 
today giving place to the display mer- 
chandiser, 

As modern displaymen, we plan windows 
carefully, scientifically to put the greatest 
possible sales punch into them. The first 
essential is to determine the outstanding 
selling points of the merchandise that will 
attract the most purchasers. Next, we orig- 
inate “the Idea’--the sensational selling 
slant to the feature points of the merchandise 
—usually a short, catchy slogan that fits the 
merchandise idea like a glove. After that, 
we dramatize this slogan with a_ smart, 
modern picture story that is simple enough 
to be visualized by the shopper at a glance. 
Finally, we set up the merchandise in the 
modern Continental manner as to form, line 
and color, so that the complete display is a 
simple, orderly merchandise dramatization 
with dynamic sales appeal. 

We believe scientifically planned merchan- 
dising displays will increase business in 
1934, 


DISPLAY 


ROBERT R. BOWE 
Fantle Bros., Inc. 
Sioux Falls, S. D. 


Nineteen thirty four should bring back 
to the displayman the certainty of the past 
progressive years before the era of declining 
values and disheartening ideas. 

Merchandise, however, cannot be displayed 
in the old manner. Even though the thought 
is away from low prices, the public is more 
than ever alert and is far more intelligent 
in its buying, having gained for itself an 
education, only taught to it by such an up- 
heaval as we have passed through. 

If we would present styles; if we would 
suggest uses, or if we would sell merchan- 
dise—and that’s our foremost job—we must 
be original in 1934. 

Back numbers will be a step farther back 
—new ideas will be earnestly welcomed. 
Budgets will be increased, and ours is the 
job to increase in 1934. 

If display has been recognized in 1933— 
it will be tremendous in ’34. 


DISPiA Y 


A. E. JOHNSTON 
The Kroger Grocery Company 
Cincinnati, Ohio 





It is conceivable that some stores will, 
during the coming year, become a trifle lax 
in their enthusiasm for window and interior 
displays—but, the wise merchant will con- 
stantly be on the alert for selling facts about 
his merchandise which can be dramatized to 
obtain the greatest amount of consumers’ 
‘dollars. 

Price will always continue in importance, 
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but quality assumes more importance daily 
in the mind'of the consumer. Since it is 
an accepted fact that people judge a thing 
in the light of its environment the display 
manager will spare no effort to surround 
merchandise with the necessary “glamour,” 
which serves to remove it from monotonous 
day-to-day sameness and endows it with a 
real selling appeal. 

One thing should be remembered—glamour 
is intangible in substance as it concerns 
display, but there is one underlying word 
that surely governs its use: SELL. There 
is no longer any room in any store, no mat- 
ter how large or how small, for mere dis- 
plays. It is a significant fact—a new deal 
participated in by an increasing number of 
progressive merchants—that displays must 
be founded upon a selling appeal, or they are 
not worth the time they take to set—nor 
the space they fill. 


DISPLAY 


G. R. STOCKER 
Wohl Shoe Company 
St. Louis, Mo. 


I am very optimistic in my views of the 
display profession for 1934. In the past two 
or three years point-of-sale advertising has 
increased in importance as compared to all 
other mediums of advertising to such an ex- 
tent that many of the leading merchandising 
firms have increased their display advertis- 
ing budget so that their point-of-sale ad- 
vertising figures approximately 55 per cent 
to 75 per cent of their entire advertising 
budget. This means that there will be more 
responsibility placed on the displayman. He 
must be a merchandiser, psychologist, adver- 
tiser, artist and executive. In other words, 
he must be prepared to meet the responsi- 
bility with successful displays that will pro- 
duce 100 per cent desired results. 


DISPLAY 


WM. SCHARNINGHAUSEN 
The Bon Marche 
Seattle, Wash. 


Nineteen hundred thirty-three has been 
a hard year, staffs have been reduced, ad- 
ditional burdens have been placed on the 
display department. The display manager 
has had to work almost night and day. He 
has been forced to devote his time to details. 
consequently has has not had as much time 
to study, think and plan. 

In 1934 the man responsible for displays 
niust fight to get away from details and to 
put more of his best self into his work. 
Be an authority; be the man who knows; 
plan your work—authority, some _ people 
think, comes from having a fine office and 
desk and their name on the door. 

These are helps to impress people. Real 
authority comes to him who knows “knowl- 
edge is power;” knowledge comes from ex- 
perience, observation, careful thinking,.care- 
ful planning. Captains who sail the seas 
have maps to guide them—big business 
makes a plan to guide it. But somehow 
display seems to be a hit and miss affair 





January, 1934 


left to the whims and fancies of buyers 
who at the last minute get an idea they 
want a window and go to the management 
to get it. The result is a hurried window, 
without an idea. Every displayman should 
have a bag of tricks up his sleeve for such 
unscheduled requests. But the displays that 
get results are planned. 


DISPLAY 


LOTHAR DITTMAR 
The D. M. Read Company 
Bridgeport, Conn. 





In 1934 we will see the show window used 
exactly as was intended, namely, to show 
merchandise. 

Nineteen hundred thirty-three scratched 
the surface, but this coming year we are 
going to dig in deep. 

In times such as we have today, newspaper 
space, as well as general advertising, can be 
curtailed, but the store with ten to twenty 
windows must keep on using the space. How 
these windows are being used can and should 
be the duty of the display manager. 

It will be no trick for the displayman 
to produce in 1934. His 1933 experience 
will be the means of paving the way for 
bigger and better sales producing displays. 

The opportunity is yours—are you ready? 


DISPLAY 


VERNON D. NADEN 
Zion Dept. Store 
Zion, Ill. 


Yes, there has been a display war going 
on for a long time, and if it were possible 
to survey the casualties, I am much afraid 
the facts would be appalling. How many of 
us have been “put out” by this depression 
gas? And by the way, how are wars won? 
By fighting!—that’s it—fighting! The only 
way we fellows are going to win out in this 
battle of wits with merchandised displays 
that sell—is fight! 

Check up on yourself for the New Year. 
Don’t be easy, if your conscience hurts. Get 
mad—real mad. The more mad you are the 
more you'll want to fight. So what? Try 
it and see. I know it works. 

Let’s produce some 1934 “go getter” new 
deal displays. More than ever the public is 
window shopping—give something that will 
attract their attention—something to buy— 
and above all, a display that will sell it! 


DASFLAY 


CARL H. SHANK 
Stix Baer & Fuller Company 
St. Louis, Mo. 


As we approached the first day of January, 
1933—32, 31 or 1930—we were ready to meet 
the new year with what we supposed was 
an invulnerable battle plan. However, 
these plans were altered from month to 
nionth and week to week as_ conditions 
changed and as it became increasingly diffi- 
cult to get business. Certainly 1933 has 
brought improvement in general business 
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GAS RANGES 


Creator 
H. C. CANNON 
Brooklyn Union Gas 
Brooklyn, N. Y. 


WATER HEATERS 


Creator 
R. M. ANGELL 
N. Y. Power © Light 
Albany, N. Y. 


REFRIGERATION 


Creator 
R. M. MARTIN 
Consolidated Gas 
New York City 
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affairs and has given us new life, new hope 
and new opportunities. 

But what about 1934? I sincerely believe 
that we are on the road to recovery—but 


how to meet the ever-changing conditions — 


is a problem for which no one has devised 
a formula. A study of financial publications 
and trade journals does not simplify the 
subject one iota. Everyone has ideas, of 
course, but no direct and all-illuminating 
light has been thrown on the subject. 

So, for 1934 I think we must be more on 
the alert than ever—eager and willing to 
grasp opportunities and fight obstacles and 
keep ourselves and our organizations flexible 
to the “nth” degree. “We are on our way” 

. let’s make display do its part to put 
the new deal over the top. 


DISPLAY 
T. WILLARD JONES 


Phelps Shoe Company 
Shreveport, La. 


The display standard during 1933 has been 
very high, but there has been a very notice- 
able lack of cooperation and organization 
not only between displaymen and their asso- 
ciation but between creative and ordinary 
displays. Display must have cooperation 
and organization in 1934; it is in 1934 that 
display must build for the future. Display 
can make 1934 a banner year for the profes- 
sion. It will mean hard work, but display 
isn’t afraid of work! It will mean cooper- 
ation, but display can cooperate! It will 
mean organization, but display has been or- 
ganized and display will be organized again! 


BIisPLA Y 


GAYLE V. WALKER 
The Hub 
Wichita Falls, Texas 


I am very optimistic about the future. It 
seems that the new day we have all looked 
forward to for the last three years has 
finally dawned. 

There is more work, less worry, more 
smiles and fewer tears. There is more 
money being earned which means there will 
be more spent. 

I believe every man successful in his par- 
ticular business senses the psychological 
moment to put forth his greatest effort. The 
champion in the ring knows the exact round 
and almost the exact second to land his 
supreme offensive. 

People are in the mood to buy and mer- 
chants who have quality goods for sale know 
that now is the time to put on their strong- 
est drive for business. 


STSPLA ¥ 


E. E. O’DONNELL 
Sisson Bros.-Weldon Company 
Binghamton, N. Y. 


A year ago and two years ago, we read 
with interest, the predictions of leading mer- 
chants and displaymen who were unanimous 
in the opinion that windows would play a 
bright part in the recovery of store business. 
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The past two years have seen windows 
installed in a manner that produced definite 
sales and I can safely predict that from 
now on windows will be used for but one 
thing . . . to sell more merchandise. It is 
a most pleasant relief to see backgrounds 
that tell a definite story and a tie-up with 
the goods displayed and not merely a bright 
“flower garden” that had little meaning, sold 
nothing, and usually detracted from the main 
idea. 

Displaymen are thinking ahead and see- 
ing the opportunities to better themselves 
as “promotion managers.” 


DISPLAY 


VERNON N. RANEY 
J. H. Ruettell Company 
Grand Forks, N. D. 


The coming year should be one of great 
opportunities for the displayman. With 
better business in prospect, and stores better 
able to finance this necessary phase of mer- 
chandising, the displayman will have a 
chance to do many of the things which the 
depression has prevented in recent years. 

The “continental” type of display has 
found an important and permanent place in 
merchandising. The merchandise itself is 
the center of the customer’s interest—and 
the more strikingly, vividly and attractively 





it is displayed, the greater is likely to be 


the result in actual financial returns. 

Perhaps, with increasing prosperity, 
dealers will be able to relieve displaymen 
of many of the extra duties which have 
taken time from their chief interest. The 
result will be better displays and, in turn, 
progressively better business. 


DISPLAY 


A. J. HARPER 
Howland Dry Goods Company 
Bridgeport, Conn. 





The chief purpose of window display is to 
“sell merchandise.” I believe in the high 
lighting of the merchandise’s selling points. 
I believe in the use of display backgrounds 
of a neutral color. I believe in the coordi- 
nation of display setting and advertising 
layouts. I believe in the use of cut-out let- 
ters for descriptive display merchandising. 
One of my most effective 1933 displays— 
Hickok Belts—is shown in this issue of 
DISPLAY WORLD. This display is en- 
tirely devoid of the stiffness of conventional 
displays; it combines life, beauty and sym- 
metry; it merchandises the goods being sold. 


DISPLAY 


Wm. ARINOW 
The John Shillito Company 
Cincinnati, Ohio 





Displaymen in 1934 will be looked upon as 
able to merchandise the store in these 
respects : ~ 

1. Keep the customer informed through 
displays of proper styles in home furnish- 
ings and ready-to-wear. 

2. To use the windows for style merchan- 
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dise and advertised merchandise except in 
cases of (a) annual events, (b) store-wide 
sales. 

3. Merchandise that goes on _ display 
should be considered only from a dramatized 
angle where a direct tieup could be made 
with this merchandise. 

4. All such merchandise being dramatized 
should be of a high standard and planned 
for enough ahead to make this window and 
outstanding display. 

5. Interior displays should be very care- 
fully studied and dramatized. 


DISPLAY 


E. S. ARKOW 


Steinbach Company 
Asbury Park, N. J. 


Nineteen hundred thirty-four—a new year 
that ushers in the renaissance of a new era. 
1933 was fraught with more startling events 
and economic changes than any since the 
war, and concludes its exciting performance 
with a grand finale of a reversion to better 
times. 

Display should, and will play its greatest 
role in 1934. People are looking for quality 
again—and though price still is of prime 
import, the majority of shoppers will prefer 
fewer and better things—it is the economic 
transitory stage through which we are pass- 
ing. Window and interior presentations 
must reflect it in one form or another. 

Simplicity in the design of settings will 
still be the keynote of successful displays— 
but greater care in the manipulation and 
location of merchandise will be a major 
factor. I look to 1934, not only with more 
than usual optimism, but genuine enthu- 
siasm. 





A. J. ROEDER 
The Wm. H. Block Company 
Indianapolis, Ind. 


Display has turned another corner, and is 
leaving behind a year that proved very try- 
ing and disastrous. Quite a number of dis- 
playmen got on the wrong track during 1933; 
quite a number of displaymen tried to mer- 
chandise productive displays by using cheap 
manufactured displays not at all in keeping 
with the character of the event being mer- 
chandised. 

Times are becoming more normal, people 
are becoming more artistic. Creative dis- 
playmen will achieve new heights in 1934; 
display will develop new conceptions in 
1934. The display profession summons its 
executives. Display faces the new year with 
courage. 1934 will prove a constructive year 
for display; 1934 will witness creative 
displays. 





DISPLAY 


EMMETT M. PARROTT 
The Plymouth Clothing Company 
St. Joseph, Mo. 


In 1934 I hope to concentrate on feature 
displays, which are vital in modern mer- 
chandising. At all times, backgrounds and 
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special settings to be secondary to mer- 
chandise. 

Each display must consist of merchandise 
carefully selected—relative to each other 
and as near as possible in its natural set- 
ting, therefore creating twice the interest. 

If, in planning windows, decorators would 
look at it from a business standpoint in 
productiveness, there are unlimited possi- 
bilities and cooperation from the firm you 
represent. 


DISPLAY 


H. C. OEHLER 
Wieboldt Stores, Inc. 
Chicago, III. 


Just as the “water” has been taken out 
of securities, real estate, and over-priced 
commodities and service, so has display been 
“deflated.” This applies, not to the relative 
importance of display through the last de- 
cade, but to the ousting of unnecessary scen- 
ery, embellishments and bunk that has been 
an integral part of display—until the de- 
pression made theatrical-sales-defeating dis- 
plays exceedingly unpopular. Not everyone, 
of course, has been guilty of such display 
mismanagement as was prevalent in the past, 
and inversely there are still a few stores 
that have been unable or unwilling to adopt 
a direct selling plan of display promotion. 

The stores that do a clear-thinking job 
of display planning, calculated entirely on 
productivity, are going to be the first to 
realize the benefits of any business improve- 
ment. 


DISPLAY 


J. E. STYLES 
Worths, Inc. 
South Bend, Ind. 


To keep pace with the intricacies and al- 
most overnight changes in our economic life, 
the display manager not only has a respon- 
sibility thrust upon him of vital importance, 
but also is placed on him the opportunity 
cf putting the art of display merchandising 
on a purely professional basis such as is true 
of any promotional agency. 

In the face of ever increasing advertising 
costs made only too true by diminished dol- 
lar volume, it behooves the display manager 
to carefully marshall his thoughts and effec- 
tively and ingenuously make use of each and 
every possibility offered by his window lay- 
out. 

He must first of all display his merchan- 
dise to such good effect that each individual 
display will become a merchandising broad- 
side in itself. He must do this and at the 
same time consistently hold up and build up 
the prestige of his store. These two cardinal 
phases of display merchandising today be- 
come his problem and his opportunity. 

Remembering that the display case is the 
face of the store, that part of an institution 
which the buying public sees at first glance 
and at first hand, it is incumbent upon the 
display manager’s judgment to capitalize on 
this first degree advertising; and to arrive 
at this result he must use all the ingenuity 
of his resources in his artistry, color, 
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shadow, position and spacing. Of first im- 
portance is that he draw out of this com- 


bination sdmething that will make every eye . 


witness a potential purchaser. 

No longer can he simply jut merchandise 
in a window and call it a job. Any window 
that does not carry a message from within 
the heart of the store is indeed just that 
much wasted energy. Store owners today 
generally appreciate the importance of at- 
tractively merchandised windows, and I do 
believe that from this source will come even 
greater cooperation in the future than has 
been true of the past. 

I hail this period of business stress 
through which we begin to emerge, for from 
this pressure must come not only a new era 
in window merchandising, but also a new 
deal for the display manager in general. 


DISPLAY 


HAROLD A. BIDWELL 
J. C. Penney Co. 
Everett, Wash. 


A panacea for 1934 window ills—More 
effort! More thought! More planning! 
More results!—with simplicity of display 
presentation as a guide. 

Such is our goal for 1934. We have dis- 
carded the pretty window idea in favor of 
the merchandise type. This does not mean 
that we are “junking’’ windows, rather, it 
means that every treatment of setting and 
merchandise arrangement must serve the 
purpose of telling the merchandise story ap- 
pealingly and effectively. 

With simplicity as a guide, displaymen 





. will give display more planning and more 


effort, which will result in more merchandise 
sales. 


DISPLAY 


M. H. LUBER 
The Killian Company 
Cedar Rapids, Iowa. 


Every merchant in America’s small and 
large towns will start 1934 with a real op- 
timism. Every American displayman is 
making plans for creative 1934 displays— 
displays that “sell the merchandise.” Dis- 
play will make 1934 a banner year for 
display. 

I cannot help but feel that 1934 will be 
productive of great accomplishments for dis- 
play. There is no other country in the 
world where the people can confidentially 
look forward to better times and _ better 
business. We're living in a grand old U. S. 
A! Let’s make America proud of American 
displays. 


DISPLAY 


JACK RALSTON 
Levy Bros. Dry Goods Company 
Houston, Texas 


Just what does display have ahead of itself 
in 1934? That is a question no displayman 
can answer authoritatively. I need but re- 
view the display parade of 1933 to see the 
development of a new display technique by 
American display leaders. 


Windows were 


11 


merchandised in an entirely different man- 
ner; we know how successful this new man- 
ner has been in the production of merchan- 
dise sales. 
What is ahead of display for 1934? I 
believe displaymen will continue the devel- 
opment of creative displays. I believe this 
new technique will be refined and adapted 
by many stores that were unable to recog- 
nize the merits of this new display in 1933. 
American display: is going places; modern 
American displaymen will produce even 
more sales-productive displays in 1934. 


DISPLAY 
W. W. GIBBS 


Tennessee Public Service Company 
Knoxville, Tenn. 





“More attention to the minor details of 
your window displays” is a sound rule to 
follow if you are to consistently build effec- 


‘tive or selling windows, regardless of what 


you have to sell. 

The public utilities of the country are 
faced today with a problem of selling them- 
selves as well as the appliances which build 
load. In order to do this successfully, it is 
absolutely necessary that each merchandise 
display or sales idea presented in window 
displays be created of favorable reaction in 
the minds of the people who view them. Too 
much attention and work cannot be amiss 
in preparing displays for the public mind 
as it reacts today. 

Complete your display with just a little 
more sales punch no matter what it fea- 
tures, beans, Packards, ready-to-wear or 
good-will copy. A little extra effort and 
planning will bring twofold results and after 
all, people like to be complimented, and that 
is what you do when you present a display 
for their attention, approval and action, that 
is well balanced in detail with nothing left 
out. 


DISPLAY 


H. C. CANNON 
Brooklyn Union Gas Company 
Brooklyn, N. Y. 


The year 1934 will be an especially im- 
portant one to displaymen Definite figures 
of fact will have to be shown in order to 
lure the customer into buying. Superlative 
generalities will not be the order of the day 
so far as window and floor displays are 
concerned. People will buy if you convince 
them of value received for the money spent, 
in addition to style, dependability and at- 
tractiveness. 

The displayman will have to watch his 
budget more than ever before, in order to 
get maximum value at the least possible 
expense. 


DISPLAY 


RAYMOND M. MARTIN 


Consolidated Gas Company 
New York City 
Display advertising is becoming an in- 
creasingly important cog in the promotional 
[Continued on page 29] 
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HANDKERCHIEFS 


Creator 
R. R. BOWE 
Fantle Bros. 
Sioux Falls, S. D. 


MILLINERY 


Creator 
LERoyY FRYMAN 
Mearick-Ames 
Dayton, Ohio 


TRAVEL CLOTHES 


Creator 
LOTHAR DITTMAR 
The D. M. Read Co. 
Bridgeport, Conn. 
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RETAILERS 


RETAILERS 


F. McL. RADFORD 
The Bon Marche 
Seattle, Wash. 


During this year of stress and strain, good 
display has become increasingly important 
as a direct means of selling goods, and pro- 
gressive stores are giving more time and 
attention to both interior and window dis- 
plays as a direct means of increasing vol- 
ume. This is especially true of interior 
displays. 

The manufacturers of display fixtures 
have sensed this and are turning out much 
better ledge and show case fixtures than 
formerly. 

Display managers will do well to give 
intensive study towards making their inte- 
rior displays more effective. So far, I be- 
lieve we have only scratched the surface of 
its selling possibilities, and that the greatest 
progress during 1934 will be in the field of 
interior displays. 


RETAILERS 


G. E. FARGO 
The Denver Dry Goods Company 
Denver, Colo. 


In my opinion, display work offers one of 
the best opportunities for constructive de- 
velopment in retailing for 1934. Well-man- 
aged stores are realizing that we must use 
more selling ideas and fewer price promo- 
tions in order to make profits. Display is 
one of the most important functions of a 
store in carrying out this development. Dis- 
plays built around ideas, and not prices, will 
aid materially in the selling of merchandise. 

With price levels up, it is going to be a 
selling year, and a store that does a good 
selling job will make more progress than its 
competitors. I feel that display is an impor- 
tant link in the selling chain. 





RETAILERS 


D. J. DAvVIs 
Charles F. Berg 
Portland, Ore. 


Displaymen must be more ingenious in 
portraying in their windows the uses, ad- 
vantages and timeliness of the merchandise 
they are displaying. 

There will probably be a swing back to 
quality merchandise, rather than price, in 
1934, and those firms picturing in their win- 
dows these quality facts in an interesting 
and easily understood way, are going to 
have the advantage. 

Displaymen in the wearing apparel field 
can and should do a much better fashion 
educational job in the display windows than 
has been done in the past. 


RETAILERS 


W. H. RICH 
Rich’s 
Atlanta, Ga. 


The potent influence of attractive display 
is of inestimable value in present-day mer- 
chandising. This is particularly true of 
window and interior arrangement, as far as 
retailing is concerned. 

If an article is tastefully displayed, the 
attention is arrested, admiration inspired, a 
desire for possession created—and in many 
instances a sale is more than half made 
before the customer has had an opportunity 
to be contacted by the saleslady. 


RETAILERS 


B. A. JUMPER 


Brown-Dunkin Company 
Tulsa, Okla. 


We believe that displays for 1934 will as- 
sume an even stronger selling aspect than 
they have for the latter part of 1933. We 
believe that good displays, which present 
merchandise merits and uses and values, 
through the medium of well-written display 
cards and clever display presentation will 
be the order of the day. We believe that 
window backgrounds will be made so flex- 
ible that they may be made to adapt them- 
selves to any type of display. By this I 
mean that a greater degree of simplicity in 
backgrounds, yet a more effective use of 
them, will be employed. White backgrounds 
with harmonious trimmings, the latter used 
very sparingly, are one of the types I am 
speaking of. 

We also believe that 1934 displays will 
show a greater departure from the old prin- 
ciple of having the displays always tying up 
with advertising efforts. Displays can and 
should sell better quality of merchandise 
than newspaper advertising space can. 
However, the latter is indispensable to bring 
crowds into the store to see the window 
displays and to buy the more profitable 
classes of merchandise. Thus, newspaper 
advertising will continue its pulling of cus- 
tomers into the store, and window displays 
will assume a role of higher type of sales- 
manship. 


RETAILERS 


MERCEDES DOBELL 
Rothschild Bros. 
Ithaca, N. Y. 


The displays of 1934 should be very simple 
and portray as much action as possible. I 
feel that backgrounds should be used to 
emphasize the item in use as much as pos- 
sible also. Windows which show people in 
the act of doing things and living are the 
ones which have the best chance of fulfilling 
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their purpose; that is, selling the goods. 
I sincerely believe that the day of simple 
beautiful windows is past. The windows 
which feature the actual items which people 
need and want are going to be the best win- 
dows. People have been going through a 
rather cheap, “frubby” era of makeshift 
quality. I believe that many are just about 
“fed up” on things that are short of what 
they would like them to be. 

I feel that displays, as well as merchan- 
dise, should be classically simple and beauti- 
fully executed. By this I mean that neither 
the backgrounds nor the merchandise neces- 
sarily need be expensive. The displays 
should appeal to the innate good taste and 
finer artistic sense of the customers. Not 
that the customers are aware, in many in- 
stances, that they even have any artistic 
feeling within them. I feel that lighting 
will have a big place in the displays of 1934. 
In lighting I include spot lights, colored 
lighting, the new indirect lighting, the light- 
ing system, and lights from lamps both in 
interior and window displays. 


RETAILERS 


EDMUND F. O’CONNELL 
E. T. Slattery Co. 
Boston, Mass. 





One cardinal principle we hold to: We 
show the merchandise we think our class of 
customers wants most. No cluttering the 
windows with buyers’ mistakes or with 
freak styles that simply amuse. Both win- 
dow and interior display must sell goods, 
which means that the practical styles and 
models that are the most popular are the 
ones to present. 

We believe the most interesting subject to 
a woman is the garment she intends to buy 
—not the extreme model she only looks at. 
A safe guide to display is the sales record— 
show what you are selling most. 

Under present conditions, attention to dis- 
play seems to us doubly important. People 
want to be stimulated. They want to be- 
lieve that recovery is gaining, and they wel- 
come the attraction of a store that is giving 
careful thought to its appearance. To keep 
a bright, cheerful, clean, well-ordered store, 
with up-to-date fixtures, takes thought and 
some expense, but it builds sales. 


RETAILERS 


HAROLD WENDEL 
Lipman Wolfe & Co. 
Portland, Ore. 


I like to regard display as a_ science, 
rather than an art. I feel that way for the 
reason that effectiveness depends upon a 
great deal of logic and analysis, and com- 
mon sense. I believe each window should be 
analyzed as to what is hoped to be accom- 
plished, whether the goal be institutional or 
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specific, whether it is to be style or price, 
whether it is to be concentration on one 
thought or general within certain limitations. 
Upon this analysis depends the character of 
the window. 

In general, I believe in plain, simple win- 
dows that show as much merchandise as can 
be shown in good taste. I like simple, even 
geometrical, groupings, and I feel that 
women are far more interested in the beauty 
of merchandise and the manner in which it 
is displayed than they are in theatrical back- 
grounds. 


RETAILERS 


FRANK M. MAYFIELD 
Scruggs-Vandervoort-Barney 
St. Louis, Mo. 


I believe that the greatest factor in 1934 
display will be the increase in importance of 
“dramatization” of merchandise. This year, 
for the first time in several years, the sale 
of goods will greatly depend upon the true 
quality and merit of the goods. With the 
low price incentive removed, actual useful- 
ness, attractiveness, and value will be the 
strong selling points. It is up to us, there- 
fore, to present more attractive and more 
dramatic displays than ever beforwe. 

If we are to assist in any way with this 
tremendous national buying campaign, we 
will use display more and more to stimulate 
buying and to place our wares before the 
public in the most appealing manner pos- 
sible. Therefore, I am convinced that we 
are entering a year in which “dramatization” 
will be the keyword of the display world. 





New York Club 
Elects Officers 


The New York Metropolitan Display 
Men’s club has started its machinery work- 
ing and is now completely ready to begin 
its work, with a wonderful staff of officers, 
as follows: J. Graham Waters, president; 
W. Bill, Hecht Bros., vice-president; Hans 
Ihle, Franklin Simon, second vice-president ; 
Maurice I. Solomon, W. B. Klein, Inc., re- 
cording secretary; E. Rosa, Westinghouse 
Electrical Supply Company, secretary and 
treasurer; Mrs. Polly Pettit, Black, Starr 
& Frost, chairman of board of direc- 
tors; Victor Sebastian, DISPLAY WORLD; 
C. Goldenberg, Blumstein Company, and 
Jerome Jaffery, members board of direc- 
tors; J. P. Northrup, Asbury Park, N. J., 
chairman membership committee of New 
Jersey; Leo Kaplan, Dis-play-wel, Inc., 
chairman suburban New York membership 
committee; Norbert Felix, chairman ar- 
rangement and entertainment committee; 
Howard J. Cox, Acme Window Display 
Company, Inc., chairman of employment 
committee; Max Salt, Excelsior Display 
Company, chairman of publicity committee. 

Starting January, 1934, these officers will 
be ready to start rendering service to the 
displayman and club membership. I am 


mighty proud of having such a fine group of 
clean-cut, intelligent and dependable men on 
my staff, and with one of the fairer sex, our 
mascot, Mrs. Pettit, who has always been 
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SHOE FORM 
CO., Inc. 
AUBURN,N. Y. 





SALES APPEAL is that elusive characteristic that retailers seek in 
the presentation of their merchandise to the public. And nowhere is SALES 
APPEAL so imperative as in the sales promotion efforts for hosiery. 


Fortunate it is that FAIRY FORMS are at the command of retailers 
to make a difficult problem exceptionally simple. 
and the life-like appearance of the full modeled hosiery forms in the Fairy 
family create at once an atmosphere of quality to any hosiery display. 


FAIRY FORMS are self-standing, flesh colored, washable and will 
Display arrangements are easy to obtain and variety in 
unit trims is made possible by the wide range of models available. 


Try a few and learn for yourself what a difference they make in the 
display of hosiery and how they increase hosiery sales. 


from your 
write direct for full information. 


The grace, the beauty 


jobber or 











ready to render a helping hand for the wel- 
fare of our display club, I know I shall have 
full cooperation in making our club the out- 
standing display club in the I. A. D. M. 
Our club will be run under new and mod- 
ern methods that will meet the times and 
conditions, and our membership will receive 


its full value for what is invested in yearly 


dues. a 

It will be to the advantage of every dis? 
playman around greater New York to joi 
our metropolitan club, as well as help to 
make our profession what it should be, and 
this can only be accomplished through co- 
operating with our display club.—J. Graham 
Waters. 





New Display School 
in New York 


The School of Display, specializing in 
window and _ store-interior decorating, has 
been formed and is now operating at 4 East 
Forty-third street, New York City, under 
the personal direction of Mrs. Polly Pettit, 
display manager, Black, Starr & Frost. 
Their slogan is “What the eye does not 
admire, the heart does not desire.” An in- 
tensive course of twelve lessons, offering the 
students a thorough training in the funda- 
mental principles of display, as well as fit- 
ting them at the conclusion of the course 
for professional work. 








—————— 


FRR TALES 
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LINTEX DISPLAY 


Creator 
W. L. Stensgaard & Associates 
W. L. Stensgaard 
Chicago, Ill. 





SHELL DISPLAYS 


Creator 
S. C. RIESER 
Adv. Dis. &% Exhibit Co. 
St. Louis, Mo. 





STANDARD BRANDS 


Creator 
BEN ROBBINS 
Art Process Displays 
New York City 
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ADVERTISERS 


R. P. OLMSTEAD 


Johnston’s Chocolates 
Milwaukee, Wis..- 


_The past two years our point-of-sale ad- 
vertising has been the most important fea- 
ture in our advertising program. We look 
to 1934 for increased candy business and 
consequently a more extensive use of win- 
dow display advertising which has proved 
so valuable in maintaining candy sales in 
the face of a fair slump. 


ADVERTISERS 


KENNETH LAIRD 
The Western Company 
Chicago, IIl. 


The Western Company’s New Year’s dis- 
play resolution: Resolved, That in 1934 we 
will build all displays on the greyhound pat- 
tern—lean and speedy; 

That we will strike off fat and flabbiness 
and get down to the sheer bone and muscle 
of a selling-idea, starkly and dramatically 
presented ; 

That we will stop trying to hang 25 dif- 
ferent selling arguments on every display; 

That we will (and we do not expect this 
part of the resolution to evoke any cheers 
from display builders) strive in our display 
activities in 1934 to spend less money and 
get better results! 


ADVERTISERS 


ELLSWORTH GALE 
Johnson % Johnson 
New Brunswick, N. J. 


Several years ago I walked into my boss’s 
office, with an order from —————— Com- 
pany for 10,000 window displays. I was then 
in the printing and lithography business. 
“What kind of window display did you 
sell?” asked my boss. “We didn’t discuss 
its technical natures,” I replied, “because I 
sold him an idea which must be worked out 
—possibly it will be of metal or glass and 
we will not be able to manufacture it, but 
I have the order and I am going to give my 
customer the best ‘selling window display’ he 
ever had.” ... That was in 1926. My com- 
pany did not manufacture that display, but 
they created it—and for the last seven years 
they have created all the displays for that 
customer and have manufactured most of 
them. 

Practical, attention getting, interest hold- 
ing, selling displays—all are created from 
a sound idea. 

The writer is no longer “selling displays” 
—he is buying them. But the same funda- 
mental exists—he buys ideas, or works out 
with the display manufacturer ideas which 
are adaptable to modern displays. Many 





DitSPLAY WORLD 


ADVERTISERS 


display manufacturers contact the writer— 
and so many have the same approach... . 
“Mr. Gale, my company would like to quote 
on your 1934 window display.” What else 
can my reaction be but—‘“What are you go- 
ing to quote on, a reprint of our last year’s 
display ?” 

During the last few years we have pur- 
chased “displays” from two or three differ- 
ent sources. We have endeavored to bring 
out the creative ideas of display manufac- 
turers—and by so doing, we have succeeded 
in developing by mutual cooperation win- 
dow displays which thousands of druggists 
tell us are the more attractive, and have the 
best selling value of any in the trade. Dur- 
ing 1932-1933 over 30,000 druggists have 
personally requested Johnson & Johnson Red 
Cross products window display. None were 
sent out unless requested and an order was 
necessary for the druggist to obtain a dis- 
play. Does not such a record justify the 
effort necessary to create an exceptional 
window display? 

We are now working on our 1934 displays 
—our problem is great, because we must 
develop a display superior in every way to 
those used in 1932 and 1933. We have the 
idea—it is fundamentally sound—it is dif- 
ferent—and without exaggeration we expect 
the 1934 Red Cross products window display 
to bring about a new era in display creation. 
It has taken time—hard work—and months 
of creative thinking—but we’ve got it. Our 
chief problem is: What shall we do in 1935? 


ADVERTISERS 


LOWELL W. SHIELDS 
Hickok 
Rochester, N. Y. 


With the outstanding success achieved by 
our 1933 display contest well in mind, you 
may rest assured that we are going to pro- 
mote window displays more than ever dur- 
ing 1934. We are firmly convinced that 
window displays are probably one of the 
most effective of all sales stimulants. We 
find displaymen increasingly receptive to 
display helps from manufacturers when the 
plans and material offered are well consid- 
ered and carefully planned. 

The lean years through which we have 
passed have compelled everyone to study 
their expenditures carefully and make every 
dollar of expenditure bring results. This 
has resulted in raising the standard of serv- 
ice offered to displaymen, and my own ob- 
servation shows that the displays helps of- 
fered are being used to a greater extent 
than ever before. 

The displayman has more respect today 
for manufacturer’s display material than at 
any time within my recollection. Of course, 
this is going to put the individual manufac- 
turer in a position where he must scrutinize 
more closely everything offered to the dis- 
play profession, because the competition he 
has to meet will be more severe. 
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ADVERTISERS 


I. WILLARD CRULL. 
Campana Sales Company 
Batavia, Iil. 


We are firm believers in the value of 
window displays. It has been our practice 
during the last two or three years to have 
three displays a year produced—a special 
display for use in the fall and spring which 
is sort of an in between season card, a spe- 
cial display for mid-winter when we feature 
our National Italian Balm Week to drug, 


department and syndicate stores, and a spe-: 


cial summer display featuring Italian Balm 
for sunburn. 

If there is any one thing that we have 
learned in the last three years I think it is 
the fact that good window displays do not 
depend solely on the installation company 
that is installing them or the drug store 
whose windows are being used as much as 
they depend on the displays that we produce. 
We have found that when we provide a 
window display that has taste, selling value, 
and is considered by the druggist an en- 
hancement to his store, that we not only get 
more valuable featuring of it when it is in 
his window but that invariably he is dis- 
posed to keep it after it has been used in the 
window and use it on his inside ledges of 
the store. In the long run this is a feature 
that does more to make window displays 
economical than any other one feature [ can 
think of. Whether we have succeeded in 
our efforts to employ what I have described 
is not for me to say. 

Regardless of how attractive a display we 
may get out this year, we are constantly en- 
deavoring to make the one we get out next 
year twice as attractive, and so far the trade 
seems to feel that we are succeeding in our 


efforts to improve, as attested by the way : 


they are using the displays and the greatly 
increased number of independent requests 
we have for our displays. 


ADVERTISERS 


J. F. O'BRIEN 
Westinghouse Lamp Company 
New York City 


The Westinghouse Lamp’ Company has 
just announced a complete window display 
plan for its Mazda lamp dealers for the year 
1934. The plan consists of three different 
services—the deluxe service, the dollar serv- 
ice, and the free service. 

The deluxe service is most complete, hav- 
ing nine different display pieces, three of 


which are motion displays. The dollar serv- 


ice contains some of the larger pieces of the . 
deluxe service and in addition an assortment : 
of smaller pieces. This service is for deal- : 


ers who have smaller stores and do not have 
adequate window space for the larger de- 
luxe pieces. The free service comprises a 


limited number of the smaller pieces for ' 
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WALES STRIPES 


Creator 
E. E. O’DONNELL 
Sisson Bros. Welden Co. 
Binghamton, N. Y. 


SUITS &% TOP COATS 


Creator 
CHARLES C. MONDE 
Victor &% Co. 
Buffalo, N. Y. 


CLOTHES MEN LIKE 


Creator 
VERNON D. NADEN 
Zion Dept. Store 
Zion, IIl. 
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dealers having a more limited display scope. 

By having this assortment of display serv- 
ices, it is felt that a wider use will be had 
with much less waste than heretofore. Most 
of the displays are illuminated and all of 
them are vividly colored to attract the atten- 
tion of the passerby. All the programs have 
been. presented to the dealers in a beautiful 
illustrated portfolio entitled, “Full Speed 
Ahead.” 


ADVERTISERS 


H. S. BOYLE 
Servel Sales, Inc. 


New York City 


We repeat what we have said in the past, 
“Electrolux displays are for the main pur- 
pose of identification of product.” While 
our displays will be built, of course to invite 
inspection, our prime purpose is to literally 
say, “The Electrolux that you have heard 
about is for sale here. It is not the one on 
the right of the window or the left of the 
window; it is this one.” After all, if we 
can do that we will have accomplished a lot. 





ADVERTISERS 


L. H. COLLIER 
French Lick Springs Hotel Company 
French Lick, Ind. 


We are engaged in making active plans 
for 1934 promotions and look with great 
favor on the wide use of displays. We are 
preparing a new counter card which will be 
a close merchandising tie-up with our heavy 
newspaper and magazine advertising cam- 
paign in addition to which, during the year, 
we shall undoubtedly put out a new com- 
plete window trim. 

There is no question that conditions have 
considerably improved and we are planning 
to profit by the betterment in general con- 
ditions through aggressive exploitation and 
displays both in the windows and inside the 
drug stores. 





Palmenberg’s Opening Features 
Newest Mannequins 

One of the most important news events of 
the eastern display fixture world is the 
spring opening of Palmenberg Display 
Equipment, Inc., at their large, imposing 
location at 530 Seventh avenue, near Thirty- 
ninth street, in the heart of the Times square 
and garment district, New York City, con- 
sisting of two floors, inclusive of commodi- 
ous ground floor store. 

An especially interesting feature is the 
attention given to the lighting fixtures, all 
of which are indirect and give a brilliant 
but soft and diffused effect. Stage presenta- 
tions are also made possible by the installa- 
tion of circular, oval and straight front 
built-in windows. 

Woodwork is of avdoire, lacewood and 
walnut, with carved and inlay effects. This 
enhances the exhibition of mannequins, 
metal fixtures and wood fixtures, all of 
which are most modernistic in design, 
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play materials. 


eARE FLEXIBLE 


Atlas Brewing Company 
Bedford Shirt Company 
Coca-Cola Company 
Emerson Drug Company 
Feltman & Curme 


560 West Lake Street 








ACCORDION 
PLEATED 
PANELS 


Accordion Pleated Panels 
been accepted by the display 
profession for the making of 
complete backgrounds or as an 
adjunct and relief to other dis- 


ACCORDION PLEATED PANELS 


eARE INEXPENSIVE 
eADD LIFE, DEPTH AND COLOR 
eSAVE TIME OF INSTALLING DISPLAY 


Among the users of Accordion Pleated Panels are the following: 


For further information write to 


Display Paper Products Co. 


has 





Patent No. 1,839,871 


Marshall Field & Company 
Purity Bakeries 

Reynolds Tobacco Company 
Wieboldt Department Stores 
Zenith Radio 


Chicago, Illinois 




















chromium being widely used in the metal 
displays. 

The display manager is enabled to see his 
purchases almost exactly as they would ap- 
pear in his own windows, it being possible 
to install drapes and backgrounds of the 
exact type that he would use. Special color, 
harmonizing between woodwork and heavy 
carpetry, has been effected to make a proper 
ensemble. 

The mannequin department is featuring 
the complete line of Cora Scovil figures, to- 
gether with the Gaba girls recently featured 
in prominent Fifth Avenue, New York City, 
show windows. 

This mannequin display is marvelous and 
is of real educational value to display man- 


agers and executives of the highest type 
stores—for spring fashions and apparel dis- 
plays. 

This show rom is now under the manage- 
ment of M. M. Schiff, who has been selling 
the display profession for many years, and 
assisting him is H. L. Scoville and A. J. 
O’Neill, who are also well known through- 
out the industry. 





Adams Now Located 


_at South Bend 


M. Adams, formerly assistant to A. Roe- 
der, display director for Wm. H. Block 
Company, Indianapolis, Ind., is now display 
manager for the Robertson Brothers~ De- 
partment Store, South Bend, Ind. 
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DRODUCERS 


PRODUCERS 


Wms. ERNEST DECOURSEY 
Advertising Displays, Incorporated 
Covington, Ky. 


Last year we peered into our crystal and 
in its slightly rosier glow visioned a better 
1933 for the display field. Thanks to what- 
ever forces may be truly credited, the pre- 
diction proved correct. (Or did it?) 

Now we make another: As pioneers in the 
United States in the creating of dioramas, 
we anticipate a much wider use of this ex- 
ceptional medium for dramatically telling a 
sales, construction or process story—due to 
a greatly increased appreciation of its value 
by manufacturers and advertisers. This is 
a result of the extensive and successful use 
of miniature stage type exhibits at the Cen- 
tury of Progress. 

Dioramas are not new to Europe; they 
are comparatively new to America. But the 
coming year will familiarize greater num- 
bers with the term—and not so many dic- 
tionaries will have to be thumbed to answer 


>) 
? 


“what is he talking about: 





PRODUCERS 


FRANK M. SEAMANS 
U. S. Printing & Lithograph Co. 
New York City 


In my opinion 1934 will register a high 
peak of quality and originality in display, 
poster and dealer help advertising as a re- 
sult of the schooling we have _ passed 
through during the last many months of un- 
certainty, when wits have been sharpened 
and mechanical facilities tested to the limit 
in meeting emergency demands of national 
advertisers, who have had to cope with the 
problems of uncertainty in many instances 
and render alert decisions to meet competi- 
tion. in others. 

These conditions we have met as far as 
possible in the spirit of cheerful good will, 
realizing it to be the one way through this 
mystic maize of circumstances to a healthful 
atmosphere of progressive growth. 

Thank goodness the way is now clearing 
for the reward of serious endeavor and 
competent performance. We owe and ac- 
knowledge thanks to many for helpful 
cooperation. 


PRODUCERS 


Morris M. EINSON 
Einson Freeman Co., Inc. 
Long Island City, N. Y. 


We face 1934 with optimism. The reports 
of putting millions of people back to work, 
of improved production, of a stabilization of 
prices, and of a number of the codes actu- 
ally operating with success, leads us to be- 


lieve that 1934 will mark an era of general 
improvement. 

Window display has consistently indicated 
a greater consideration in the budget of 
advertising by the manufacturer and a 
greater appreciation in its use by the dealer. 

In keeping with the improvement in gen- 
eral business, we anticipate that window 
display advertising will have its biggest year 
in 1934. 


PRODUCERS 


E. R. KRESY 
Consolidated Lithographing Company 
Brooklyn, N. Y. 


It seems that the average layman has a 
better appreciation of point-of-sale adver- 
tising than many advertisers. 

This statement can be best proven by 
citing the New York state board of alco- 
holic beverage ruling, prohibiting advertis- 
ing at the point of sale. In explanation of 
the ruling, it is contended the advertising 
at the point of purchase will encourage the 
sales of liquor and educate the consumer to 
drink and thus create intemperance. 

Regardless of the pros and cons of the 
ruling, the fact remains that the board, con- 
sisting of laymen, recognize and concede 
that point-of-sale advertising has greater 
advertising power than any other medium 
of advertising because no restrictions were 
made as to other form of advertising. 

This board arrived at its conclusion by 
logical reasoning and they point the way for 
every advertiser to give more consideration 
to the matter of display advertising, if the 
advertiser is to get the greatest result for 
the advertising dollars spent during the year 
of 1934. 


PRODUCERS 


BEN ROBBINS 


Art Process Displays, Incorporated 
New York City 


I cannot help but comment on the general 
economic situation, not only as it affects dis- 
play advertising but all business in general. 
As business men, it seems to me we are so 
much concerned with the exchange of money 
values that we overlook the underlying prin- 
ciple which causes the rise and fall in busi- 
ness cycles. We, in the display business, 
have a splendid opportunity to look more 
deeply into the reasons for the increase or 
decrease in the sale of commodities, but I 
am afraid that we in the display business, 
like in every other business, merely mark 
time with the rest of the business world and 
in a bewildered attitude ask, “what next?” 

Here in New York, for the past five years, 
I have seen hundreds of display companies 
organized, and just as many destroyed. The 
reason for this situation appears to lie more 
in the value that these display organiza- 
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tions place on making the dollar worth two 
instead of what they can do to serve their 
clients in the interest of the community at 
large. I think that service is the keynote in 
the display business, and by service I mean 
an unselfish desire to do the best possible 
selling job for the customer. 


PRODUCERS 


W. P. YORK 
W. P. York, Inc. 
Aurora, Ill. 


If the experience of the last half of the 
year of 1933 of the producers of point-of- 
sale advertising is indicative of what may 
be expected in 1934, the outlook is indeed 
gratifying. The last few years of the de- 
pression have been a liberal education to 
the national advertiser. He has learned 
that he can anticipate more direct returns 
if he combines good point-of-sale advertis- 
ing with his other forms of advertisements. 
In many instances display advertising has 
proven to be the most profitable method 
used. This experience should prove more 
profitable to the advertiser now that return 
of business holds greater prospects. 


PRODUCERS 


W. L. STENSGAARD 
W. L. Stensgaard & Associates 
Chicago, II. 


It is my sincere belief that display is a 
very important part of successful merchan- 
dising and is only successful to the extent to 
which it is properly coordinated. In devel- 
oping the sales plan for a product, proper 
thoughts should be included that may be 
dramatized at the point of sale. 

Good display means better turnover, less 
markdowns, better markup, less shrinkage, 
more sales per square foot, improved en- 
semble selling and, after all, more volume 
and profits. Thus, how can we neglect dis- 
play in our sales planning of 1934? 


PRODUCERS 


NATHAN OWITZ 
General Display Case Company 
New York City 


Nineteen hundred thirty-four should be a 
banner years for everybody, ranging from 
the manufacturer to the seller. Business is 
definitely on the upturn, and when all of the 
government agencies are functioning prop- 
erly the momentum will be so great as to 
reflect in increased business all along the 
line. 

This means that the manufacturer must be 
ready to get his share of the business of- 
fered, and this is only done by proper adver- 
tising. There is a decided tendency in 
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advertising budgets to give window and 
counter displays a larger expenditure than 
heretofore, because this sort of advertising 
is more “intimate” in that it is at “point of 
sale.” 

Individuality, color harmony, and beauty 
seems to prevail over uniqueness, trickiness, 
and bold conception. In other words, in- 
stead of a glaring, outstanding, unique or 
tricky display, a display of beauty and indi- 
viduality is wanted. In every instance, of 
course, it must be a practical display. The 
tendency also leans toward the better dis- 
play, which means greater cost per unit, 
leaving aside the inexpensive display for 
little money, the manufacturer preferring a 
location that will be fairly permanent for 
his better display than a limited life for a 
cheaper display. 

Manufacturers have really become display 
minded and have educated the retail outlet 
to become very discriminating as to what he 
will display on his counters, which has had 
a tendency towards elevating the entire dis- 
play field. 


PRODUCERS 


CHAS. H. BROOK 
Servisign Studio 
Newark, N. J. 


For more than four years, business, like 
the little boy in the dark, has been whistling, 
trying to keep up its courage. ... Now we 
face 1934 with new confidence and renewed 
hopes. ... The old U. S. A. is again becom- 
ing a fit place for honest endeavor. . . . The 
racketeers are in retreat. “Who's afraid of 
the big, bad wolf?” is the slogan of the day. 

The clouds are lifting—the rainbow is 
visible. -From those beautiful iridescent 
colors, the displayman must build his finest 
window productions. . .. As money becomes 
more plentiful and buying power greater, 
merchandise must reach out to its great ally, 
window displays, to seek its maximum mar- 
kets. 

Manufacturers and merchandisers of 
America can depend on the displayman to 
give them the greatest dollars worth of pub- 
licity to help their sales in the prosperous 
days ahead. 


PRODUCERS 


CARL PERCY 
Carl Percy, Inc. 
New York City 


I believe that the outstanding feature of 
window display advertising in 1934 will be 
a further development of individuality in 
presenting the selling story. In 1933, for the 
first time, there was a decisive breaking 
away from old conceptions. The man or a 
pretty girl holding a product gave way to 
advertising devices that dramatized use and 
value. 

’ Store windows which had previously been 
considered spaces for placing a picture be- 
came miniature stages on which a really 
convincing selling story could be acted. 
Conversational copy was used more than 
ever before. Many realistic materials were 
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added to cardboard to heighten the illusion 
ot realism. 

Economic conditions made window dis- 
plays more important units of advertising 
plans and a greater effort was put forward 
to make individual displays return greater 
value. 

Certainly, manufacturers who have se- 
cured greater results from their displays in 
1933 will continue the effort in 1934. Others 
will follow their example. 


PRODUCERS 


M. D. PENNEY 
The Forbes Lithograph Mfg. Co. 
Boston, Mass. 





Point-of-purchase advertising may take 
the form of window display, counter display, 
floor stand, display container, wall banner, 
festoon, or any one of the many types of 
advertising designed to reach the buyer at 
the point where the sale is to be consum- 
mated. 

Whatever form it takes, point-of-purchase 
advertising offers to the user a definite se- 
lective market for his merchandising effort. 

This type of selective advertising must of 
necessity appeal to the producer and dis- 
tributor of wines and liquors because of the 
many states in which advertising of their 
product is taboo. This same concentration 
of effort is appealing more and more to 
manufacturers who have established, through 
merchandising research, certain definite po- 
tential markets. 

Nineteen hundred thirty-three has devel- 
oped a decided trend toward advertising at 
the point of purchase—1934 will develop that 
trend in far greater proportions. 


PRODUCERS 


COLONEL WILLIAM OTTMANN 
U. S. Printing & Litho. Co. 
New York City 


Recent events indicate that in 1934 the 
display manufacturer will continue to obtain 
an increasing share of the advertising dol- 
lar. Since the beginning of the depression 
national advertisers found it necessary to 
curtail their advertising expenditures. This 
naturally led to a comparison by the adver- 
tisers of the value of the various media 
and resulted in important revisions of sales 
promotional plans. Those advertisers who 
gave proper attention to point-of-sales ad- 
vertising found it possible to readjust total 
appropriations and still obtain their pro- 
portionate share of a reduced consumer 
market. 

Now on the heels of this change in meth- 
ods of merchandising by the national adver- 
tisers comes NRA. The operation of the 
National Industrial ‘Recovery Act will 
vitally affect the display industry, directly 
and indirectly—indirectly because of its ef- 
fect on the countless businesses which are 
serviced by our industry. In addition to 
codes which outline procedure for adver- 
tisers in various fields, there are codes 
which regulate distribution and these will 
undoubtedly react favorably to the display 
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industry. The general retail code, for ex- 
ample, will increase the importance of the 
retailer and consequently the importance of 
advertising at the “sales-spot.” 

The elimination of ruinous price cuts and 
of loss leaders will put competition among 
advertisers on a fairer basis. Most adver- 
tisers are against the use of hidden dis- 
counts and secret demonstrators, but a few 
hitherto uncontrollable manufacturers forced 
the adoption of these practices which every 
legitimate advertiser will be glad to see in 
the discard. The discontinuance of these 
practices will make it possible for the ad- 
vertiser to spend his money in helping the 
distributor instead of in using it in futile 
attempts to drive the chiseler out of the 
market. 

Meanwhile the display industry, taking 
cognizance and advantage of these basic 
changes, which were due to causes entirely 
beyond its control, decided to show its own 
comparisons, through impartial surveys, of 
the value of different kinds of advertising. 
In our own case this took the form of a 
booklet which we call “Sales-Spot Adver- 
tising,’ copies of which have been and still 
are available to any one interested. This 
and other surveys show beyond question 
that the advertising dollar will buy more 
if spent for displays than if used to pur- 
chase any other kind of advertising. 

We in the display business should not 
lose sight of the fact, when we consider 
hardships in our own industry, that these 
same regulations which cause us temporary 
discomfort, when applied to all industries 
will benefit us in the long run. 





Spring Catalog 
Off the Press 


The annual spring edition of “The Guide 
to Better Window Displays,” the catalog of 
the Adler-Jones Company, Chicago, is ex- 
ceptionally good this year. Included is a 
selection of new and up-to-the-style fabrics 
and papers; many different types of dis- 
players and display sets in wood, cardboard, 
composition, and imitation glass; a system 
of interchangeable background construction, 
and sets of solid aluminum letters as well 
as letters in solid wood, cork, and felt. 

Particular attention is placed on the 
building of “your own backgrounds,” many 
pages of the catalog being devoted to pilas- 
ters, wood and metal mouldings, ornaments, 
trim and panel covering materials. 





MacCartney Joins Decora- 
tive Plant 


Decorative Plant Company, New York 
City, announces the appointment to their 
staff of E. M. MacCartney as head of their 
art and designing department and to handle 
selling territory between New York and 
Chicago. E. Freund, president, Decorative 
Plant Company, in making this addition to 
their staff, states that he looks forward to 
1934 as marking a new and prosperous pe- 
riod of activity for all concerned in the dis- 
play profession. MacCartney was located 
for two years with Adler-Jones Company 
and for thirteen years with the Botanical 
Decorating Company, both of Chicago. 
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AGENCIES 


W. G. HILDEBRANT 


Gotham Advertising Company 
New York City 


It has always been my contention that 
entirely too many manufacturers overlook 
the value of visualization at the point of 
sale. It is quite true that a tremendous 
amount of display material is produced that 
is indicative of a “penny wise and pound 
foolish” attitude on the part of the creators 
and the users. Certainly, any advertising 
campaign can be keyed up, retailers en- 
thused, and vitally important displays in- 
stalled if the material is sufficiently attrac- 
tive. 

Whether or not the advertiser uses news- 
papers, radio, magazines, outdoor displays, 
or all four forms of advertising, identifica- 
tion of the retail outlet carrying the mer- 
chandise is by far the most essential link 
in the chain of merchandising. Why so many 
manufacturers calmly feel that the consum- 
ing multitudes will hunt around for retail 
outlets carrying his particular merchandise 
has always been a mystery to me. A cer- 
tain percentage of every budget should be 
allocated definitely for the purpose of dis- 
plays. Properly installed, displays always 
increase sales for two reasons—they make 
it easier for the consumer to get the adver- 
tised product, and they get the cooperation 
of the retailer, even if it be only the tacit 
cooperation. . . . In a few words, I feel that 
money spent on proper window display 
material is the wisest money an advertiser 
ever spends. 


AGENCIES 


B. E. CHAPPELOW 


Chappelow Advertising Company 
St. Louis, Mo. 


As general advertising agents, we are very 
much interested in window displays. We 
have found by repeated experiences that the 
dealers of advertised products sell more 
merchandise when they make adequate dis- 
play showings. 

While’ the merchant's window is not, 
strictly speaking, a medium that can be 
planned and scheduled like newspapers, 
magazines, etc., still it is a vital factor in 
any real advertising procedure. We have 
found, time and again, that advertising cam- 
paigns produce better results when the deal- 
ers. will cooperate with interesting and 
worth while window displays. 

This is true whether the products are 
wearing apparel, food products, drug store 
items ; ‘in fact, almost anything. We have 


demonstrated time and again that adequate 


window displays tied up with aggressive 
newspaper, magazine or outdoor advertising 
will sell more baking powder, bread, butter, 
cake, candy, catsup, coffee—even dog foods ; 


ACENCIES 
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also men’s shoes, women’s silk hosiery, 
paint, pencils, piston rings, poultry reme- 
dies, salt, shoes, etc. 

With the modern development of window 
display material such as lithographed color 
reproductions, etc., and the modern type of 
packaging, it is possible to build window 
displays that have a very definite moving 
force. 

It is well known that adequate window 
displays will sell merchandise without any 
advertising. Therefore, it is only common 
sense for the advertising agent to take this 
resourceful tool and tie it up with news- 
paper or magazine or other advertising so 
that the full force of everything is centered 
right at the point of purchase—the store’s 
window, the counters and tables inside the 
store. 

We are convinced that window displays 
are one of the cheapest forms of promotion 
that a manufacturer can secure. 


AGENCIES 


WILBUR VAN SANT 
Van Sant, Dugdale & Co., Inc. 
Baltimore, Md. 


I have heard wsers of outdoor gnash their 
teeth when they get word that a mid-city 
display has been killed and is no longer 
available. They entirely overlook the fact 
that the most important and useful display 
that they could possibly have is right down- 
town where the people are buying—if they 
want to use it. Shop windows are the mar- 
ket place of the world, and with the restric- 
tion of outdoor, practically the only way to 
capitalize downtown circulation is through 
store windows. 

Any manufacturer who overlooks the dou- 
ble-barrelled value of window display— 
flagging the customer with money in her 
hand, and gaining the active cooperation of 
the store manager—is overlooking one of 
the best bets in sales promotion. 





AGENCIES 


D. G. VALENTINE 
N. W. Ayer & Son 
Philadelphia, Pa. 


Advertising, like other things, is no 
stronger than its weakest link. 

Good display at the point of sale is cer- 
tainly a link in the chain that contributes 
to consumer sales. We have regretted to 
hear the feeling sometimes expressed that 
the trends in retail selling today are away 
from the use of good display material. We 
do not think so. It is true that many com- 
panies who have simply bought pretty pic- 
tures have found great wastage and  diffi- 
culty in many outlets. 

However, this is like any other phase of 
advertising. Unless the display media is 
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studied and has real sales value, backed by 
creative ingenuity, it is not likely to be any 
more successful than a poorly prepared ad- 
vertisement. .We consider the designing and 
creation of display material with the same 
gravity that we approach the production of 
an advertising campaign for publications. 

This means not only a development of the 
good idea but the development of an idea 
that fits the need of the retailer; also that 
the matter of cost, selling value and attrac- 
tion meet the need of the advertiser. Such 
display material has definite sales value and, 
as such, becomes an important part in the 
chain that means sales volume. 


AGENCIES 


WALKER CASEY 
Casey Advertising Company 
Nashville, Tenn. 


There is one thing that the recent un- 
pleasantness, known as the depression com- 
mercially, has taught the advertising agency 
executive, and that is that he must follow 
through on his advertising campaigns just 
as he does on his gold swing, if he expects 
to get the extra sales or extra distance. 


Displays were becoming to be looked upon 
as troublesome accessories rather than prime 
essentials. We believe that no matter how 
good business becomes in the next few years 
that the advertising agencies will never neg- 
lect the sales possibilities and potentialities 
offered by window displays, large or small, 
one color or multi-colored. 





Advertisement Features 
McAlpin’s Windows 


McAlpin’s, Cincinnati, featured an unusual 
newspaper advertisement, which presented 
an interesting example of close coordination 
between the publicity units of a department 
store. The advertisement showed windows 
in which three outstanding departments were 
represented. John W. Lewis, Jr., president 
of the firm, used excellent foresight in this 
presentation because it, no doubt, will bring 
more people to the store, and the windows, 
being well merchandised, will result ulti- 
mately into more sales. Merchandising to- 
day is a necessary function of the display 
manager and the advertisement reveals this 
fact in an outstanding way. 

Howard Williams, display and promo- 
tional manager, is responsible for the dis- 
plays of this store, which have been of ex- 
ceptional merit. The day for working win- 
dows as a strong selling factor of the store 
is at hand, and more attention should be 
given to them as positive selling mediums; 
therefore, this advertisement is indeed time- 
ly. From the standpoint of the display pro- 
fession this exploitation of the store’s show 
windows emphasizes the appreciation of 


their power by the store management. 
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LATONIA CLUB 


Creator 
A. E. JOHNSTON 
Kroger Grocery Co. 
Cincinnati, Ohio 


KITCHEN CARNIVAL 


Creator 
C. MERRILL 
Kaufman-Straus Co. 
Louisville, Ky. 


NECKWEAR 


Creator 
A. J. ROEDER 
Wm. H. Block Co. 
Indianapolis, Ind. 


COTTON WEEK 


Creator 
JACK RALSTON 
Levy Brothers 
Houston, Texas 
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INSTALLATION 


FREDERICK L. WERTZ 
Window Advertising, Inc. 
New York City 


Display installation has held its own very 
well through the terrific depression of the 
last four years. The number of displays 
being installed has not decreased to any 
appreciable extent. Prices in this as in 
every other line, have been demoralized, and 
“0 per cent of installation services have 
been losing money. Unquestionably, as busi- 
ness conditions get better (and they are 
now getting better), advertisers will find it 
necessary to do more display work than 
ever before. 

Very few people realize the great changes 
that must come in merchandising as well as 
in manufacturing during the next year. The 
NRA has already shown that opcrations 
under the codes can be and are both effec- 
tive and beneficiary. We might as well make 
up our minds that from now on we will pro- 
duce, manufacture, service and sell under 
code regulations. 

Under the new dealer relationship, adver- 
tisers will find display more necessary than 
ever before, and they will turn to profes- 
sional installation as the only means by 
which they can be sure that their displays 
are actually used and placed in the most 
effective manner. 

I am willing to go on record now as pre- 
dicting that the next two years will see an 
increase of at least 50 per cent in the use of 
installed displays. 


INSTALLATION 


SOL FISHER 
Fisher Display Service 
Chicago, IIl. 


In the window display installation field 
for national advertisers a great accomplish- 
ment was made in 1933 which unquestion- 
ably will bear fruit in 1934 and subsequent 
years. 

The code as prepared for this trade which 
is awaiting the signature of President 
Roosevelt, is nothing more than a code of 
ethics which has been promoted for years 
by the leaders in this trade who choose 
window display installation as their vc- 
cation. 

Wher the code is signed by the President 
of the United States it automatically be- 
comes a law which can and will be enforced 
by this trade which at this time is fully 
and highly organized. 

By enforcing the code, the national adver- 
tisers will be assured of a better return for 
their dollars spent in window display instal- 
lation. 

Nineteen hundred and thirty-four ought to 
bring more work to this trade because it is 
expected that most industrial codes will be 


enforced by January 1, 1934. Business will 
then know what steps to take in the line of 
promoting sales. 

If the window display service organiza- 
tions will whole-heartedly cooperate with 
the code authorities and live up to the code 
ethics, there ought to be sufficient window 
display installation business for all those 
who can render window display installation 
service which is acceptable and profitable 
to the national advertisers, the ultimate con- 
sumers of this trade. 

However, if certain elements in this trade 
which have become active in recent months 
do not consider the national advertiser first 
and last, there might not be sufficient work 
to carry on the progress which this trade 
has made during the past ten years. 





INSTALLATION 


ORVILLE M. RIECHERS 
Riechers Display Service 
St. Louis, Mo. 


Nineteen hundred thirty-three can be con- 
sidered as the year which marked the trans- 
formation of the window display installation 
business from an unorganized condition to 
one of cooperative effort, group conscious- 
ness and quality standards. Having under 
their control the very life of this especially 
effective and low-cost advertising medium, 
installers as a whole are trying to so con- 
duct their businesses as to win am ever- 
increasing clientele. 

It is my firm belief that in spite of the 
uncertainty that exists at this time in re- 
gards to many advertising budgets, that 
scber consideration of advertising costs will 
make advertisers turn to window displays 
as the medium where smaller budgets will 
continue to do the kind of selling job neces- 
sary to maintain and increase sales volume. 

Window advertising directing consumers’ 
attention to the national advertisers’ prod- 
ucts right at the point of sale is the final 
link which closes the gap between the de- 
mand built up by the advertising program 
and the dealer outlets. Nineteen hundred 
thirty-four should witness continued prog- 
ress for the installation industry. 





INSTALLATION 


WALTER G. VOSLER 
Cincinnati Display Service 
Cincinnati, Ohio 


It is in times like these that even proven 
principles of merchandising and advertising 
come to be the target of harassed sales man- 
agers and advertising executives. From the 
board of directors’ meetings comes the com- 
mand to reduce budgets and down comes 
the guillotine, even in many cases against 
the best judgment of the men who have 
direct charge of advertising and sales pro- 


grams. It is natural to suppose that window 
advertising may in some cases become the 
victim of tightened purse strings, but I am 
confident that, where window installations 
are eliminated from an advertising program, 
their use will be resumed after a season’s 
experimentation. I dare say, also, that in 
such instances the result will be increased 
appropriations for window advertising. 

Industrial statistics do indicate a decided 
improvement over the conditions which pre- 
vailed in the early part of 1933. Fear has 
been displaced with hope and optimism, and 
when America once shows its will to go 
forward, it cannot be stopped. 

The installation trade is showing a solid 
front in not only maintaining standards but 
improving them. With the sympathetic at- 
titude of advertisers in general towards the 
progressive spirit displayed by installers 
in recent years, I am confident that the win- 
dow medium will gain in influence and pro- 
ductivity and will win an_ increasingly 
gieater portion of advertising budgets. 
Windows are the shock troops of the ad- 
vertising campaign—they finish the job at 
the dealer’s store—the goal of all advertising 
effort. 


INSTALLATION 


JOHN A. ALBERTSON 
National Displays, Inc. 
Indianapolis, Ind. 


Installation men who expect to remain in 
business during 1934 should find a lot of 
encouragement in our experience. In 1929 
we handled less than 30 per cent of the serv- 
ice installed displays in Indianapolis. In 
1933 we find that 96 per cent of these instal- 
lations were handled by our firm. We can 
not but feel that service and quality is a 
factor in the advertiser’s placement of dis- 
play contracts, in spite of ruinous, low prices 
that may be quoted from time to time by 
less qualified organizations. 

Our policy from the start has been to give 
the advertiser just what he contracts for. 
When he asks for key locations, he gets 
them. When he specifies a definite schedule 
it is adhered to precisely. We guarantee a 
minimum, seven-day showing in clear win- 
dows. His specifications are followed to the 
very detail. In other words, we aim to give 
our clients the very type of displays they 
have mentally pictured. Our record is con- 
vincing evidence that advertisers do appre- 
ciate these important factors that insure the 
success of any window showing. 


Price has never been a factor with us in 
securing and holding business. We have 
had ruthless competition in many instances, 
but last year only two advertisers were in- 
fluenced by the price factor alone. If in- 
stallers will ignore the price bugaboo, main- 
tain the highest standards, they will get the 
business. Our own experience convinces us 
of this fact. 
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INSTALLATION 


L. O. CLEMENTS 
United Display Corporation 
Boston, Mass. 


The display services who have success- 
fully weathered the 1933 storm should face 
the 1934 campaign on a more substantial 
fcoting. The mortality among “fly-by- 
night” display operators has been severe. 
Only the well-seasoned, well-financed serv- 
ices have survived. These, in 1934, will have 
the knowledge that their main competitors 
will come from a better type of organiza- 
tion, not from the small price-cutter. This 
year of 1933, hard as it may have been on 
some display operators, has hastened the 
realization that effective display coverage, 
can be secured only by a stable and well- 
equipped organization. 

It seems, too, as if it were going to be 
possible to secure a higher scale of instal- 
lation prices in 1934, and this will go far 
towards making 1934 a better year. If 1933 
volume—eminently satisfactory in most areas 
—can be maintained in 1934 at prices which 
will allow a legitimate profit, we believe 
few of the well organized services will have 
cause to complain. 


INSTALLATION 


N. W. REYNOLDS 
Reynolds Display Service 
Salt Lake City, Utah 


Anyone visiting the 1933 Chicago conven- 
tion of the National Display Installation 
Association would be forced to acknowledge 
that the window installation business is 
nearing full recognition—long delayed. 

The type of men, their age, their intelli- 
gence, their determination is a credit to 
any profession—and these men with a better 
understanding and a harmonious association 
are going to force their issue to a fine suc- 
cess in 1934. 

Here in Utah, with silver operations in 
full blast, with new beer advertising, and 
the pending court decision in favor of to- 
bacco advertising, we look for a most won- 
derful year. 


INSTALLATION 


ALBERT BASSE 
Bas Man Window Display Service 
Boston, Mass. 


Our new code which will become operative 
in 1934, we believe will be to the display 
installation industry tantamount to the 
“Declaration of Independence” in our 
American history. 

With its successful operation, and the 
whole-hearted cooperation to it of every in- 
dividual engaged in the display installation 
industry, that industry will become stabi- 
lized, and elevated to such a point as to 
make our clients, the national advertisers, 
eager to take advantage of a medium of ad- 
vertising which will produce maximum re- 
sults for them. 
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1934 brings with it new confidence, new hope and 
new ways of doing things. In 1934, as in the past 
eighteen years, Fisher Display Service offers to the 
national advertiser the most modern method of install- 
ing window display campaigns in the choice loca- 
tions of the vast Chicago market. With this unique 
Fisher Service, an advertiser can be certain that Fisher 
installed displays will bring him the greatest possible 
return, because Fisher Service guarantees the best 
windows, installed according to particular specifica- 
tions. 


It is suggested that you get in touch with us at once. 
One of our representatives armed with facts 
and figures so detailed and comprehensive that at a 
moment's notice he can tell you absolutely anything 
you desire to know about the Chicago market, with 


regard to the insta'lation of window displays 
will gladly call at your office upon request. 


FISHER DISPLAY SERVICE 


NWN ¢C @ R PP OO Pe TS eS 
560 West Lake Street, Chicago, Illinois 
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Our code will eliminate unscrupulous in- 
dividuals whose only excuse for existence 
was the fact that they would bid below cost 
on any account in order to get that account. 
Our code will encourage those individuals 
whose interest and love for the display busi- 
ness, has been that which has held the dis- 
play business intact throughout the dark 
periods. 

To those engaged in the installation in- 
dustry, we say “Cooperate to uphold our 
new code even as you cooperated to draft it.” 

To the national advertiser, we say, “Your 
display advertising placed with those flying 
the Blue Eagle, and those who have ac- 
cepted our new code, will result in a greater 
value for your display advertising dollar 
than you have ever heretofore realized.” 


Excelsior Announces 
Enlarged Facilities 


Excelsior Window Trimming Corp. have 
recently found it essential to double the 
space at their headquarters, 5 Union square, 
New York City, and in addition have en- 
larged their organization staff and offices. 
They have installed ten built-in windows for 
manufacturers’ demonstration displays and 
setting up sample windows. With these en- 
larged facilities they will be better able to 
serve the growing need for intensive in- 
stallation service in the growing metropoli- 
tan New York zone, under the able manage- 
ment of Maxwell M. Salt, who heads this 
firm. 
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ARROW SHIRTS 


Creator 
E. S. ARKOW 
Steinbach Co. 
Asbury Park, N. J. 


THE SHIRT SALE 


Creator 
WM. ARINOW 
John Shillito Co. 


Cincinnati, Ohio 


NOFADE SHIRTS 


Creator 
ELLSWORTH H. BATES 
Boston Store 
Milwaukee, Wis. 
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[Continued from page 11] 


process that sells merchandise. One of the 
biggest jobs for gas and electric companies 
today, yesterday and tomorrow, seems to 
be the presentation of the distinctly human 
phases of industries that are too frequently 
conjured as little more than an impersonal 
tin box (the meter) and a monthly bill. 

Dispelling this gloomy and inaccurate pic- 
ture is a primary requirement of utility win- 
dow advertising. Similarly, the same gen- 
eral type of window advertising can be 
profitably used to combat competition in 
other industries. However, in at least one 
opinion the mere showing of merchandise, 
no matter how well it is done, does not con- 
stitute a genuine productive window pro- 
gram. An idea must be sold with the fur 
coat or piece of china we pass on to the 
consumer. 

Window display should not be exempt 
from accepted advertising practice. It seems 
to me that the most productive window ad- 
vértising programs are those that we can 
measure by essentially the same yardstick 
that is applied to other media, regardless 
of the fact that newspaper, periodical and 
direct mail advertising sometimes falls con- 
siderably short of perfection. 


DISPLAY 


W. L. McCurry 
Hearne Dry Goods Company 
Shreveport, La. 





I predict a new type of background to be 
developed this year called “The Illustrative.” 
This will offer many opportunities to drama- 
tize your merchandise story more effectively. 
A strong sales point may be brought out in 
word and picture the same as in newspaper 
advertising . . . plus ‘eye interest” in the 
show window. 

Naturally each displayman will use the 
idea differently; in fact, some are using it 
now and have been for a long time, but 
the thought needs development and this is 
sure to come this year. 


BIGPLaAy 


RAY W. PARKS 
Manchester, N. H. 
Leavitt Stores Corporation 





It happened in Manchester, not once upon 
a time, but in the gloomy days of 1933 in a 
manufacturing city of 78,000 people with its 
serious unemployment and months of strikes, 
The Leavitt Company forged ahead with 
broken sales records, making it the banner 
year in its history—such a record is not a 
matter of chance. Leavitts spent more dol- 
lars and hours (too numerous to mention) 
on advertising and windows than ever be- 
fore, which accounts for the happy ending 
of 733. 

All work and no commendation would 
make the grind uninteresting, but when I 
received a letter from General Hugh S. 
Johnson commending on the NRA display 





and the State newspapers found it nece- 
sary to step from the advertising to the news 
columns—I feel my endeavor was not in 
vain. 

Leavitts’ employees were kept on the job 
throughtout the year (not a single layoff) in 
fact we were compelled to increase the sales- 
people long before the NRA. I am positive 
our windows have played a major role in 
the dramatic rise in New Hampshire’s lead- 
ing department store through four years of 
depression. 

But records are only made to be broken, 
the coming year must and will have better 
windows forerunning larger and better sales 
records. 

So, in conclusion, I must not “Sit down 
and sit but get up and get.” 


DIG?PLA 


SYL. C. RIESER 
Advertisers Display & Exhibits Co. 
St. Louis, Mo. 


In designing and in installing a window 
display we are confronted with three ques- 
tions: 

1. Will the window display attract in- 
terest? 

2. Will it create desire? 

3. Will it stimulate action—that is, bring 
people in to buy? If the window doesn’t 
stop those on the sidewalk because it is 
interesting the rest is wasted. 

If it doesn’t arouse a desire for the mer- 
chandise what good the interest? 

And if there isn’t sufficient urge to bring 
people into the store after they have stopped 
and desired—no sale can be made. The final 
acid test of all advertising is summed up 
in the one question—“Did it sell goods?” 

These, I say, are the cardinal questions 
you must ask yourself about each display 
you plan. This is not new, but I sometimes 
wonder if amid all the time and effort spent 
on planning artistic and well arranged win- 
dows we sometimes do not lose sight of the 
big idea behind the details. 


DIS?2L A:F 


PAUL W. KLOERIS 
Union Electric Light & Power Co. 
St. Louis, Mo. 


Our job this year calls for service. We 
all know what service means. But the kind 
of service we need this year is perhaps more 
thoroughly known to public utility display- 
men, who through their displays carry to 
and show the public this type of service. 
It is a true public service which brings a 
clearer and closer relationship among 
people. - 

We need to give more sincere service to 
the customer. 

We need to give more sincere service to 
the boss and firm. 

And we need to give more sincere service 
to the profession. 
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When we give a small portion of our serv- 
ice to our chosen profession and the trade 
workers in it, our association will be on 
its way to where it belongs. And when we 
get sincere about it we will stay where we 
belong, for then we will have acquired the 
relationship to keep it there. 

We can develop and execute the first two 
more readily with the application of the lat- 
ter, for a sincere worker is a master server. 


DISPLAY 


J. GRAHAM WATERS 
President, N. Y. Metrop. D. M. Club 
New York City 


I see 1934 is going to be one outstanding 
year for our I. A. D. M., because we are 
heading for the great round-up, with the 
finest. group of officers in back of it. From 
the many reports I have been receiving 
about President Westerman, I have learned 
that he is a real go-getter and fighter for a 
square deal, and can see great things lining 
up under his careful guidance. If we don't 
have an I. A. D. M. that will be working for 
the disp!ay profession, it will not be the 
fault of our president. 

We have at 509 South Franklin street, 
Chicago, an executive secretary who has 
been working day and night for the last few 
weeks with his executive duties, doing his 
part to help our great leader to put the 
I A. D. M. where it should be. President 
Westerman must be mighty proud to have 
Williams at his command, and it will be 
no fault of our executive secretary should 
he fail to accomplish his one great aim, 
and that is to bring back to life an associa- 
tion that stood on the top several years ago. 

Our baby grand is back on the job again, 
ready to dig into the great battle to do his 
part for the I, A. D. M.—one who a few 
year ago did so many fine things during his 
term as president, and I know Stensgaard 
is on the job to do all possible for the asso- 
ciation. 

Another martyr who has cherished one 
object, and that of the displayman and his 
profession, is on the firing line of the I. A. 
D. M., in command, ready to call to arms 
the installation industry to the support of 
the international association, one great 
leader. We take off our hat to Sol Fisher 
and will be watching his return from the 
great round-up with his installation’ army 
backing up our I. A. D. M. 

With this quartette working full force, the 
I. A. D. M. should break all records in its 
membership and should show the display 
profession what the I. A. D. M. stands for 
and is doing. 


DISPLAY 


I. A. FISHER 
Zion’s Co-Operative Mercantile Inst. 
Salt Lake City, Utah 


Having just passed through the most criti- 
cal year this generation or any generation 
has ever gone, we now face 1934. From 
bank holidays and dollar fluctuations, from 
completely destroyed confidence and increas- 
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IN THE LEAD 


Creator 
H. A. BIDWELL 
J. C. Penney Co. 
Everett, Wash. 


RED CROSS SHOES 


Creator 
T. WILLARD JONES 
Phelps Shoe Co. 
Shreveport, La. 


SPORT SHOES 


Creator 
VERNON N. RANEY 
J. H. Ruettell Co. 
Grand Forks, N. D. 
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ing unemployment, we have, through govern- 
ment planning, steadily but surely regained 
our equilibrium and, having cvercome many 
difficulties, with renewed faith stand ready 
for a new year. 

Yet, 1934 offers many perplexing prob- 
lems on which the destiny of America and 
the future of display hangs. We must choose 
between personal greed or national welfare, 
private fortunes or public progress. The 
new year will be the test. Will America, 
through national cooperation and in the 
spirit of good will, end for all times these 
periods of depressions, or will the burden 
of hate, jealousy and greed drive civiliza- 
tion to its destruction? 

Display progress depends upon these de- 
cisions. It is the duty of every man to fight 
to raise the standards and ideals of his pro- 
fession. Only through united effort can we 
ever hope to attain any success. With lower- 
ing display standards comes poorer “business 
methods and ultimately failure. With the 
success or failure of the national associa- 
tion comes gradually the success or failure 
of thousands of displaymen. Good times and 
good displays go hand in hand. Will we as 
displaymen grasp our opportunities and dis- 
charge our obligations to those who follow? 





Arinow Heads Cincinnati 
Display Club 

The Cincinnati Display Club was formaily 
organized at a meeting held at the Hotel 
Gibson, Cincinnati, Ohio, January 9, at 
which the following officers were elected: 
President, William Arinow, Shillito’s; sec- 
retary, Howard Williams, McAlpin’s; treas- 
urer, J. Roy Edwards, Kroger Grocery & 
Baking Company. 

It was definitely decided to affiliate with 
the I. A. D. M. and to give the national 
association its full support. The initial 
membership is as follows: Sidney Goldberg, 
Irwin’s & Kline’s; Edward H. Lamprich, 
May Stern & Co.; Al Bankemper, Jr., The 
Paris; Jos. Berning, Burkhardt Bros. Com- 
pany; William Baston, John Shillito Com- 
pany; W. J. Alkire, Browning, King & Co.; 
Roy A. Schneider, Dunlap Clothes Shop; J. 
Roy Edwards, Kroger Grocery & Baking 
Company; Wm. Arinow, John Shillito Com- 
pany; Wm. A. Stephens, The Big Store; 
Harry Towers, John Shillito Company; 
Howard Williams, McAlIpin’s. 

It is confidently felt, however, that the 
membership will shortly include every dis- 
playman in greater Cincinnati. N. Silver- 
blatt, DISPLAY WORLD, who was greatly 
instrumental in the formation of this club, 
was elected an honorary member. 

The local club will immediately under- 
take several cooperative display plans that 
will have a constructive influence in the 
merchandising plans of Cincinnati’s retailers. 


Walter Takes Hold 
at Gimbel’s 

DISPLAY WORLD readers will be ex- 
tremely interested in the news that J. E. 
Walter has been appointed display director 
to succeed Mrs. Rose Van Sand at Gimbel 
Bros., New York City. Mrs. Van Sand is 
leaving Gimbel’s to join The Lerner Stores, 
Inc. Before joining the Kresge Department 
Store, Newark, Walter was head of his 
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BROADSIDES 
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LITHOGRAPHING CO. 
LONG ISLAND CITY, N. Y. 


CREATORS 
ADVERTISING 
IN LITHOGRAPHY 


WINDOW DISPLAYS 


Beautiful Color Reproductions In Deep Etech 
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less resistance. 
coverage. 


upon request). 


appropriation. 


325 WEST 41ST STREET 











Experience and 


After twenty-five years of actual experience in coordinating the circulation of 
window display with advertisers’ selling programs, it is only natural that our 
organization should be equipped to serve as installation counsel as well as to 
| assume the responsibility of actual installation. 


This is one of the oldest established window installation companies in New York. 
Continuous dealer contact enables our organization to obtain choice locations with 
Our expert window trimmers are trained to assure a uniformity 
of excellence throughout the entire showing. 
We are adequately covered by insurance. 
advertisers indorse the efficiency of Norbert Felix installations (names furnished 


Dependable and reputable installation service conducted in a scientific and a 
professional manner is what we are offering. Please write or phone us if you are 
interested in getting your full measure of return from your window display 


Norbert Gelix 


DISPLAY SERVICE DISTRIBUTION SYSTEM 


Phone MEDallion 3267 


Dependability 


Careful checking proves definite 
More than 100 national 





NEW YORK CITY 




















own business—that of the manufacture oi 
displays. While at Kresge’s he was awarded 
first prize in two major national display con- 
tests. DISPLAY WORLD looks forward to 
Walter's displays on Broadway. We re- 
call to mind his splendid “Our Own Vanities 
of 1933;” “Mother Goose Comes to Kres- 
ge’s,” and his “Style Returns to Form,” all 
created within the past year for Kresge’s. 





Miniature Motors For 
Display Use 

Recently, Signal Electric Manufacturing 
Company, Menominee, Mich., manufacturers 
of small fractional horsepower motors, an- 
nounced an addition to their line, a small 





two-pole motor with center drive construc- 
tion. It is known as Type PM, single phase, 
induction, shaded coil type that is adaptable 
for many varied applications, such as dis- 
play signs, toys, small tools, novelties, etc., 
where little power and starting torque are 
required. 

For use on alternating current only, this 
motor is available in stock types. It will 


stand a thousand volts ground test. The 


bearings are oilless. I has 1/1,000 horse- 
power, with full load speed 2,300 r. p. m.; 
net weight 1% pounds. The construction 
of this motor provides for easy mounting, 
and since its introduction it has been 
adopted by many manufacturers. 
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A Display Pian For 
Small Budgets 


By L. J. DWIGGINS 
Display Paper Products Co., Chicago 


Many of us in the profession have had an 
idea for a window background which in its 
development costs too much for our poor, 
weak budgets to bear. Regretfully we had 
to forget a good idea and develop something 
that was within the budget. 

Cost is of important consideration in the 
majority of window promotional plans today, 
yet it is folly to let the cost element stop 
the development of a well-p!anned window 
job. It is also folly to trim or curtail a well- 
thought-of plan to fit a budget. Invariably, 
in matters of this nature the spending of a 
few more pennies or the completion of a 
well-thought plan will be justified by the 
increased effectiveness and pulling power of 
the windows. 

Where the element of cost is of major im- 
portance, we can find considerable relief by 
resorting to the idea of versatile and inter- 
changeable display units, units which by the 
mere changing of position or the adding of 
a new color, become an entire new window 
display. By spreading the cost of a versatile 
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and well-constructed window display over a 
longer period of showing, we are able to 
save money, come within a set budget and 
yet create window backgrounds which at- 
tain maximum effects. 

Herewith are presented several suggested 
set-ups, the total cost of which is approxi- 
mately $7. They are of the simplest con- 
struction and therefore can be built in a 
minimum amount of time, labor and mate- 
rial. The important virtue of these four 
set-ups is that the major part of each one 
is made up of the self-same pieces_ re- 
arranged in a different manner. The flexi- 
bility of this set-up is apparent when we 
consider that abstract designs, felt letters, 
or merchandise itself can be placed on the 
plain surfaces with equally good results. 

In the original display, the plateaus and 
plain panels are made of celotex. Celotex 
was employed because of the ease with 
which it is cut, its modest cost, its neutral 
color, and the fact that it does not warp. 
There are numerous other materials and 
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variations, of course. The sizes may be 
varied, but any unit or set that is designed 
in a progressively geometric proportion can 
be used. The accordion pleated panels elim- 
inate the objection that some displaymen 
have towards the “continental” type of dis- 
play. As you know, in this style of “con- 
tinental” display, they use flat surfaces for 
fixtures and backgrounds. They depend 
upon the merchandise itself or the sales 
message to give the necessary relief both in 
color and form. Quite often the items on 
display are of such a nature that relief is 
lacking and the whole display becomes stiff 
and cold looking. 

This typical American innovation, the ac- 
cordion pleated panel, gives us the oppor- 
tunity to neutralize the stiffness of the “con- 
tinental” style, and at the same time add 
much to the general effectiveness of the dis- 
play. There are numerous materials on the 
market today which at a modest price can 
help us in making a versatile and durable 
window unit. 


—Four display settings made with the 
same set of five standard plateaus. 
(A) The circular panel is made of four 
accordion pleated panels and brings the 
various units into a composite whole. 
(B) A treatment made to show one large 
unit and three small ones. The pleated 
panels of appropriate contrasting color 
give a pleasant and necessary relief to 
the ensemble. (C) A suggestion for the 
posterizing of a sales event. Variations 
of the plateau placement can be made 
to fit different types of merchandise. 
(D) Showing the use of two large units 
together with the standard plateaus. 
Each setting is distinctive and different 
and is obtained at extremely low cost— 
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Title Registered U. S. Patent Office 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 





H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
JACK T. CHORD, Managing Editor. 





OUR PLATFORM 

1. The Development of Window Display 
Advertising. 

2. More Display Cooperation by Manufac- 
turer and Merchant. 

3. Advancement of the Display Service 
Business. 

4. Practical Service to the Display Profes- 
sion and Industry. 

5. Appreciation of Display’s Power in Mer- 





chandising. 

6. Absolute Independence of Our Editorial 
Columns. 

Vol. XXIV JANUARY, 1934 No. 1 





At the present moment—presuming that 
you are reading the eleventh annual DIS- 
PLAY WORLD review, and that you have 
started your reading from page one and have 
just reached the editorial page—you are 
probably confining your consideration of 
1934 displays not to “What have our dis- 
plays failed to accomplish in the past?” but 
to “What are our displays going to accom- 
plish in the future?” The past we have 
burnt behind us; the future lies just ahead. 
The mistakes of yesterday have been entered 
in the log-book of display knowledge; the 
accomplishments of tomorrow remain with 
the display creators. 


Road Matkers 

While past display achievements remain 
always at hand—in the records of DISPLAY 
WORLD—the future intrigues us. We be- 
lieve you are interested in the display of 
tomorrow; we believe you welcome this dis- 
play review. This review gives us an oppor- 
tunity, at the first of every year when mer- 
chandising efforts of every nature are think- 
ing about point-of-sale contacts—to present 
within the pages of one issue of DISPLAY 
WORLD the combined consideration of the 
field of display. We try to make each Janu- 
ary issue our greatest effort; and while this 
January issue may not be our largest, we 
believe you will find within these pages the 
sign which shall point the way to a solution 
of your display problems. Here are but a 
few road markers; they have been selected 
at random from this January collection, but 
each consideration is DISPLAY. 


Displaymen: 

“Display should, and will, play its greatest 
role in 1934. People are looking for quality 
again—and though price still is of prime 
import, the majority of shoppers will prefer 
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fewer and better things—it is the economic 
transitory stage through which we are pass- 
ing. Window and interior presentations 
must reflect it in one form or another.” 


Utilities: 

“The year 1934 will be an especially im- 
portant one todisplay. Definite figures of fact 
will have to be shown in order to lure the 
customer into buying. Superlative generali- 
ties will not be the order of the day so far 
as window and floor displays are concerned. 
People will buy’ if you convince them of 
value received for the money spent, in addi- 
tion to style, dependability and attractive- 
ness.” 


Retailers: 


“Display work offers one of the best op- 
portunities for constructive development in 
retailing for 1934. Well-managed stores are 
realizing that they must use more selling 
ideas and fewer price promotions in order 
to make profits. Display is one of the most 
important functions of a store in carrying 
out this development. Displays built around 
ideas, and not prices, will aid materially in 
the selling of merchandise in 1934.” 


Advettisers: 


“With the outstanding success achieved 
by our 1933 display contest well in mind, you 
may rest assured that we are going to pro- 
mote window displays more than ever in 
1934. We are firmly convinced that window 
displays are probably the most effective of 
all sales stimulants.” 


Agencies: 


“Good display at the point of sale is cer- 
tainly a link in the chain that contributes 
to consumer sales. We have regretted to 
hear the feeling sometimes expressed that 
the trends in retail selling are away from 
the use of good display. We do not think so. 
However, this is like any other phase of 
advertising. Unless the display media is 
studied and has real sales value, backed by 
creative ingenuity, it is not likely to be any 
more successful than a poorly prepared ad- 
vertisement.” 
Producets: > 

“It seems that the average layman has a 
better appreciation of point-of-sale adver- 
tising than many advertisers, retailers or 
displaymen. This statement can best be 
proven by citing the New York state board 
of alcoholic beverage ruling, prohibiting ad- 
vertising at the point of sale. Regardless of 
the pros and cons of the ruling, the fact 
remains that the board, consisting of lay- 
men, recognize and concede, that point-of- 
sale advertising has greater advertising 
power than any other medium of advertising 
because no restrictions were made as to 
other forms of advertising. This board ar- 
rived at its conclusion by logical reasoning 
and they point the way for every advertiser 
to give more consideration to the matter of 
display advertising, .if the advertiser is to 
get the greatest results for the advertising 
dollars spent during the year 1934.” 





The 
Determination 


To Excel / 


The deep-rooted determination to 
excel is the factor that makes 
your product or service stand out 
from others in the field. It is 
equally true with us. 


| This determination has _ charac- 
| terized the conduct of our business 
since its inception—and the excel- 
lence of advertising displays de- 
signed and produced by York is 
becoming known to an_  ever- 
widening circle. 





You will also find in the York 
Organization a sincere spirit of 
helpfulness—valuable to you be- 
| cause backed by years of expe- 
rience in merchandising “at the 
Point-of-Sale.” 


If you want better results 
from your advertising dis- 
plays, call your York repre- 
sentative. You will find him 
a practical, experienced man 
—ready to help you in every 
way. 


vW 


W. P. YORK, INC. 


CREATORS AND PRODUCERS OF 
MODERN ADVERTISING DISPLAYS 


FACTORY AND GENERAL OFFICE 


AURORA, ILL. 








PITTSBURGH 


QUALITY DISPLAYS 
» » ONLY « « 


Inquiries Solicited 


ARCEE VEE 
DISPLAY SERVICE, Ine. 














111 DeSota St. Pittsburgh, Pa. 
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IMPRESSIONS 


IMPRESSIONS 
IMPRESSIONS 
by 
REPETITION 
REPETITION 


REPETITION 


with machine-gun rapidity and deadli- 
ness can be obtained easily and at low 
cost by the use of an adequate window 
coverage of the 


Attractive 
Cincinnati Market 


INSTALLED WINDOW DISPLAYS 
exert their influence right at the 
“point of sale,” where consumer dol- 
lars can be converted into retail sales. 
They complete the advertising cam- 
paign and multiply the value and 
effectiveness of every dollar spent in 
advertising. 


Our experience and reputation for 
quality service is best proven by our 
long list of clients, many of whom we 
have served continuously year aiter 
year. 


We Would Like to Serve You 


CINCINNATI 
DISPLAY SERVICE 


Walter G. Vosler 


519 Main Street Cincinnati, Ohio 











OTORIZED REDUCTION 
UNITS.....AND 
REVOLVING MECHANISMS g 


GEAR CO. 


CAL 
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Drotests Code Ban 





Several of the industrial codes have 
banned the distribution of dealer helps, 
which of course would include display mate- 
rial. An over-zealousness to eliminate un- 
fair competition in the form of free deals 
and secret rebates undoubtedly brought 
about this situation. Unless all advertising 
is banned, and this is unthinkable, the use 
of dealer helps must be permitted, otherwise 
it would represent a most glaring example 
of discrimination against a particular me- 
dium of advertising. Everyone interested in 
display, either as producer, installer, or user, 
should at once voice his protest with the 
National Recovery Administration at Wash- 
ington. 

Morris M. Ejinson, Einson-Freeman Co., 
Long Island City, has already made formal 
protest, having sent the following letter to 
Gen. Hugh S. Johnson: 

“Considering that one of President Roose- 
velt’s most important objectives under the 
NRA is to secure equal opportunity for all 
business, large or small, we have learned 
with amazement that the codes of fair com- 
petition of the petroleum, boot and _ shoe, 
hair and jute felt, toy and playthings, um- 
brella, and ice industries contain a provision 
that strikes at the very existence of the 
small retailer. 

“The big department stores and huge 
chains can affort to maintain elaborate and 
costly window displays to attract trade and 
to conduct extensive (and expensive) direct 
mail campaigns, but the small, independent 
retailer must depend, to a large extent, on 
the ‘dealer helps’ furnished by the manufac- 
turers of the merchandise they sell to com- 
pete with these powerful rivals at all. 

“Nevertheless, the codes of the industries 
mentioned, and possibly others, contain pro- 
visions that would restrict or prohibit this 
vital necessity of the small business man in 
retail trade. 

“A practical demonstration of this is the 
situation confronting the small establish- 
ments licensed to sell liquor who are com- 
plaining bitterly because the large depart- 
ment stores and well-known dealers have 
difficulty in supplying the demand while 
they are doing very little or no business at 
all. The reason for this, they point out, is 
that inasmuch as they can not feature rec- 
ognized brands through display, prospec- 
tive purchasers hesitate to go into the store, 
fearing bootlegged products. The small 
dealers can not afford to advertise in the 
newspapers and other publications and 
haven’t the reputation established by such 
advertisers. 

“Tf the above is already true in one field, 
there is no doubt that it will hold good in 
all other fields. 

“Certainly we have no objection to any 
provisions designed to prevent abuses that 
constitute unfair competition, but you surely 
do not wish to place on record such sweep- 
ing blanket prohibitions of what the code 


of Dealer Helps 





of the paint, varnish, and lacquer manufac- 
turing industry, for instance, specifically 
stipulates is not to be construed as a ‘free 
deal’ or as an unfair practice. 

“We sincerely urge upon you the necessity 
of reconsidering a provision so completely 
contrary in spirit and effect to the intention 
ot the National Industrial Recovery Act, and 
await your reply with anxious interest.” 





Sacksteder Forms New 
Company 


The Abner F. Sacksteder Company, Inc., 
opened offices on January 1, 1934, in the 
Tyler building, Louisville, Ky. They will 
specialize in the creation, design, and manu- 
facture of advertising and merchandising 
display material. 

The company was formed by Abner F. 
Sacksteder to take over the business which 
was previously operated under that name. 
Sacksteder has spent fifteen years in this 
work, and while the last six or seven years 
have been devoted exclusively to the crea- 
tion and designing of displays, he formerly 
operated Sacksart Studios and at that time 
gained considerable experience in the pro- 
duction end of the business. Associated 
with him in the company is A. L. Grauman, 
who for eleven years was connected with 
The Steinau Company, producers of adver- 
tising displays. 

This company will act as display counsel 
for their clients in promoting point-of-pur- 
chase merchandising campaigns and will 
also produce the display material necessary 
to these campaigns. 





South Bend To Join 
I. A. D. M. 


A very esthusiastic meeting was held by 
the displaymen of South Bend, Ind., at the 
Oliver Hotel, the latter part of December. 
The meeting was opened by an open dis- 
cussion on the new cooperative spirit that 
has been fired among displaymen to better 
the conditions existing among the profes- 
sion. Full details of the October reorgani- 
zation meeting of the I. A. D. M. were fully 
presented. Every displayman present agreed 
to cooperate with the new I. A. D. M. by 
sending in his membership fees as soon as 
possible. Plans were made to have at least 
one of the officers of the national associa- 
tion present at its next meeting. 

New officers were elected as follows: John 
Styles, president; Dan Ganger, vice-presi- 
dent, and Lorin Lavengood,  secretary- 
treasurer. South Bend displaymen hope to 
be 100 per cent I. A. D. M. members soon 
and are thankful for the leadership which 
George W. Westerman, the new I. A. D. M. 
president, has displayed. It should be an 
inspiration for the entire profession. 
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First Anniversary of 
Des Moines Club 


The first anniversary of the Des Moines 
Display Club was truly representative of the 
type of work done during the past year. At 
the group’s first meetings stress was laid on 
educational and social programs of benefit 
to the displayman, the store, and the public. 
This would better the display profession as 
a whole, and in Des Moines especially. 

The meetings included prominent speakers 
on display, radio, airways, advertising, fix- 
tures, and other display products. In this 
same instructive group, there were display 
demonstrations by members, of not only 
wearing apparel and accessories but of pro- 
jectors, show card work, live model draping, 
and roto-color machines; and for variety 
and amusement the programs had entertain- 
ment by local talent, consisting of singing, 
piano, dancing, and an occasional mock win- 
dow display. 

During the year, fifteen new members were 
admitted, several advanced to better posi- 
tions in the city and elsewhere, and others 
bettered their present ones. 

At the meeting of January 2, nominations 
were open for new officers. A discussion 
concerning the 1934 I. A. D. M. memberships 
was held, in which the matter was tabled for 
further consideration at the next meeting. 
Through the courtesy of the Paramount 
theatre, M. Alphonze Berg, with three beau- 
tiful girl models, demonstrated live model 
draping the way many a displayman has 
hoped he might do it. Of the six dresses, 
not one required more than one minute to 
drape, and most of them were executed 
without the use of pins. Photographs were 
taken and sent to the local paper. From 
the Register and Tribune radio station, 
KSO, Hal Sheridan, advertising manager 
and well known in the theatre world, spoke 
on display and advertising in the theatre and 
presented an enlightening picture of radio 
advertising and its effectiveness. The new 
colored Upson board now available was 
demonstrated by F. H. LaMar, factory rep- 
resentative, and the closing attention-holder 
was a raffle consisting of 100 10-cent num- 
bers, all of which were quickly sold to the 
members, and without wonder, as the prizes, 
given by local merchants of display products, 
consisted of a complete set of brushes, pan- 
tagraph, magnetic hammer, T-square, storm 
door, pens, and cigars. Each member made 
a verbal 1934 resolution to improve his dis- 
play work in the future—Moie Hamburger. 


Display Installation Code 
Awaiting Signature 


The code of fair competition of the adver- 
tising display installation trade is now 
awaiting the signature of President Roose- 
velt, it already having had the approval of 
the several NRA boards and the executive 
committee. The code committee of the 
National Display Installation Association 
has kept in close touch with the situation 
and there is nothing that can be done to 
hasten the final signature. Installers are 


assured, however, that all preparations have 
been made to proceed with the administra- 
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Colors optional. 


TRATON, a crinkly effect, comes in sheets 5 
feet by 7 feet. Colors: Spring Green, Orange, 
Coral, Canary Yellow, Gold. Sky Blue, Copen- 
hagen, Old Rose, Orchid, Sand, Peach, Gray, 
White, or Black. 


Price, $2.25 per sheet 


FLEXTON is corrugated. Colors: Spring Green, 
Orange, Coral, Canary Yellow, Gold, Sky Blue, 
Copenhagen, Old Rose, Orchid, Sand, Peach, 
Gray, White. 20-foot rolls, 5 feet wide. 


Price, $3.00 per roll 


2152-60 Superior Avenue 





TRATON FLEXTON 


IN BEAUTIFUL COLORS FOR SPRING AND SPORTSWEAR 


Basic materials for Background, Display Units, Plateaus, 
Interior Decorations 





Set No. 533—Flying Geese Design. 


15 pieces complete, $15.00 


MUTUAL SALES & MFG. CO. 


IF THERE IS ANYTHING NEW FOR DISPLAY, MUTUAL WILL HAVE IT 


VELTON 


Base, 78”. 


1 Center Screen of Traton, 30”x56” on 6” Feet; 2 Oblong Columns 4”x12” tops, 48” 
high—Flexton; 2 Round Columns 6”x56”; 2 Round Columns 6”x42”; 2 Center 
Plateau Tops 8”x26”—16” and 8” high; 6 Pedestals with 8”x8” tops—2-24” high— 
2-18” high—2-12” high. All with reversible wall-board tops in Silver and Green. 


Height, 62”. 


VELTON, soft crepey effect that can be stood 
on and takes the place of fabrics for back- 
grounds and flooring. Colors: Spring Green, 
Orange, Coral, Canary Yellow, Gold, Sky Blue, 
Copenhagen, Old Rose, Orchid, Sand, Peach, 
Gray, White, or Black. 5 feet wide, 12 yards long. 


Price, $2.50 per roll 


Scientifically constructed to meet all demands 
of display for an economical, colorful, flexible 
material for the construction of background 
panels, columns, pedestals and plateaus. 


Cleveland, Ohio 














tion of the code immediately upon its having 
been signed. The code authority has already 
prepared the orders, instructions and forms 
and these will be sent to everyone engaged 
in the business of installing displays for 
advertisers, together with two copies of the 
approved code. With the administration and 
enforcement of the code will come an end to 
the ruthless price-cutting that is prevalent 
in the industry at this time. It can be safely 
stated that without exception every installa- 
tion company is now operating at a loss. It 
is this condition that the code must eradicate 
to save the installation business from utter 
ruin, which would be a distinct loss to the 
country’s advertisers. It is hoped that both 


installers and advertisers will lend their full 
cooperation to the letter and spirit of the 
code so that stability may be restored to the 
industry. 
Monaham Traveling 
For Botanical 

Fred Monaham, well known in display 
circles, is now representing the Botanical 
Decorative Supply Company, Chicago, and. 
is now on the road with this company’s 
spring line of decorations. There is greater 
optimism in display circles than for the last 
several years and the Botanical line has 
been designed to meet the needs of. current 
conditions. 
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|} MAKE A START 





FOR 1934 


After the adjustments of the past year or 
two, there is a very definite interest among 
individuals and businesses to make a new 
start and to build for a future. 


Now is the time for you to fight a battle for 
work and for better pay. This can best be 
done in your case by starting now to make 
yourself proficient in the work you undertake 
to do. 


We Solve Your Problem With 
Our New Home Study Course 








Because you can pay in small installments 
worked out to meet your financial condition. 
Write us fully about your ambitions and pres- 
ent conditions and we will try to help you be 
prepared for better times when they arrive. 


The Koester Sehool 


Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 











The 


Fountain Air Brush 


THE AIR BRUSH OF THE 
PARTICULAR ARTIST 





The World’s Standard Air Brush for 
Over 40 Years 


Easy to handle and keep in order. 
Send for Catalog No. 52D 


Thayer & Chandler 


910 W. Van Buren St. Chicago, II. 

















SpeedWay 


FLEA POWER 


MOTORS 


Skeleton designs, easily 
mounted. A. C. or Uni- 
versal; 60 or 25 cycle; 
Motor with 110 Volt. Available with 
Speed Reducer Speed Reducer (Gear 
Box) that permits speeds 
down to 8% r.p.m. for turntables, slow or heavy 
work. Light weight, sturdy construction, de- 
pendable operation, low price. 
Write for specifications and prices 


Speed W ay Manufacturing Co. 
1839 So. 52nd Street CICERO, ILL. 














FELT LETTERS ...CORK LETTERS 
FELT LETTER SHOW CARD KIT 
Modern Styles in Standard Colors 
Large Stock on Hand at All Times for 
Immediate Deliveries 


FELT LETTER STUDIOS, MFRS. 


538 South Wells Street Chicago, Ill. 
Illustrated Circulars on Request 
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A.D. M. Now at Work 
on Membership Drive 


By J. DUNCAN WILLIAMS 
Executive Secretary, Chicago, III. 


During the month of December and the 
early part of January the executive secre- 
tary’s office has been fully occupied in get- 
ting out bulletins and letters to all! local 
clubs of record and to prominent individuals 
in cities where no local club appears to have 
been active. 

Many individual letters have been received 
at this office from interested persons not 
heretofore connected with the I. A. D. M. 
as a result of the publicity in the various 
trade journals carrying news articles on the 
reorganization of the I. A. D. M. 

All executive staff officers have been active 
in their several capacities. All vice-presi- 
dents appointed by the president have ac- 
cepted the regional posts assigned to them 
and have already started active work in 
connection with plans for regional develop- 
ment of display and local club organization 
within their territories. The month of Janu- 
ary will record considerable additional activ- 
ities from the regional directors in the ap- 
pointment of state officers and _ district 
officers within each state. The regional plan 
bids fair to prove its worth in intensive 
coverage of territory as it has already 
proven its worth in demonstrating sectional 
representation, the lack of which and the un- 
fairness of which was a natural “trouble- 
maker’ in the former organization plan. The 
regional vice-presidents are showing a grand 
spirit and sincere interest in their work and 
in the responsibilities entailed. Incidentally, 
they are functioning perfectly with the presi- 
dent’s office and that of the executive secre- 
tary. 

Departmental chairmen, appointed to each 
of the thirteen departmentals within the 
I. A. D. M., have practically all accepted 
their appointments according to the report 
from Executive Departmental Chairman M. 
D. LaGee. Their work will not become 
manifest, however, until a reasonable mem- 
bership will have been secured. However, 
some of these chairman are already at work 
on program and research plans pertaining 
to matters of special interest and concern 
to each special type of work represented in 
the. different departmentals. 

Local clubs of record have, through their 
present officers, likewise manifested the 
same fine spirit and deep concern as was 
shown in the October 8 convention meeting. 
The secretary has had much correspondence 
with the officers of ever so many local clubs 
now in the process of solidifying their mem- 
bership, collecting dues for 1934, or arrang- 
ing for such collections over a period of 
time, so that active affiliation with the na- 
tional organization may be effected at the 
earliest possible time. Club officers, com- 
mittees and individual members are bending 
every energy to meet the new and somewhat 
harder conditions regarding dues, the neces- 
sity of which they quite understand, in order 
that they may accord with the requirements 


of the new organization plans and receive 
the increased benefits thereby assured them. 

Letters from club officers indicate great 
activity throughout the country taking place 
during the early part of this month. We 
expect much good news available for report 
in the February issues of the trade press 
covering the display field. 

The tentative program for the I. A. D. M. 
during 1934 is as follows: 

1. Secure a representative organization of 
1,000 er more paid-up members by or before 
March 31. 

2. Hold national I. A. D. M. convention 
in Chicago in June, July or August as may 
be determined by membership response. 

3. I. A. D. M. contest among members to 
be a feature of the 1934 convention. Fifty- 
five classes, including sweepstakes and show 
card classes. 

4. Hold display clinic just previous to or 
in connection with the national convention 
meeting if a sufficient number of entrants 
may be secured to cover its cost. (Skilled 
instruction in display technique.) 

5. Promote respect for and greater use of 
display nationally, through trade papers, pro- 
viding qualified speakers on display for con- 
vention meetings of different industries. 

6. Promote respect for and better use of 
display locally, through local club propa- 
ganda and local club action, assisted by the 
national headquarters when, as and if neces- 
sary. 

7. Develop employment service bureau in 
executive secretary’s office for members. Co- 
operating with local clubs. 

8. Develop research within display field 
which may be published in the interest of 
display nationally, or which may be trans- 
mitted direct to bona fide members through 
private bulletin sent to local clubs and to 
members at large. 

All this ambitious program can be accom- 
plished with ease and certainty, provided the 
mass of employed displaymen show a rea- 
sonable disposition to do their part towards 
bringing about the recovery program for 
display which, without a single exception, 
every displayman “desires to see brought 
about. 

Wishing, even praying, will not bring 
about recovery and better conditions within 
the display field, unless and until supple- 
mented by action! If every employed dis- 
playman will realize the truth of this and 
face the situation frankly, he will immedi- 
ately take the action required by joining the 
local club, paying the $10 annual dues, which 
amounts to 21 cents per week, and then take 
an active part in making the local club effi- 
cient and successful. 

The national organization is equipped and 
ready to function. In fact, is functioning 
now. All it needs is the support of right 
thinking individual displaymen who will 
think and act right now! 
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@ What do you want ina display? 





Prettiness - or POWER? 
Sweetness - or SALES? 


Something so “slick’’, so smooth 
that attention just slides off it— 
or IDEAS that STOP ’em like a 
blunt-nosed bullet? 


@ Here’s such a display idea— 


illustrating that “stopped-up” 
feeling of a cold with two actual 
corks in the nose! 


@ Gripping! Graphic! Daring! 


Dramatic! And results proved 
that Einson-Freeman displays 
produce! 


@ If you want a display that 


“stops’“—and SELLS—consult 
an Einson-Freeman executive. 


EINSON-FREEMAN CO.** 


° LITHOGRAPHERS 
Long Island City, N. Y. 


Starr and Borden Avenues 
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University Students Install 
Educational Windows 


By LEWIS G. FREEMAN 
University of Buffalo, Buffalo, N. Y. 


In order to make the public more con- 
scious of the profession of pharmacy, the 
senior class of the School of Pharmacy are 
designing eleven educational windows to be 
installed in local pharmacies. Built around 
subject matter of plant drugs and chemicals 
of recognized therapeutic importance—drugs 
like opium, cinchona, belladonna, etc., and 
chemicals like iron, sulphur, mercury, iodine, 
etc.—will be the theme for each of the eleven 
groups of four students who will install 
these windows. 

Beginning January 15, 1934, these will be 
installed in carefully chosen centers, and 
a week later eleven other locations will have 
these same windows on exhibit. 

Originality of layout in appropriate colors 
with proper arrangement of the numerous 
preparations containing the drug or the 
chemical assigned, will serve as a basis for 
awarding prizes. These windows will be 
judged and scored by a committee of expert 
displaymen. FE. Preston Browder, president, 
Windo-Craft Displays Service, Inc., is chair- 
man of the committee which includes Clem- 
ent Kiefer, Jr., display manager, Kleinhans 
Company; Arthur Apsey, display manager, 
3uffalo General Electric Company, all of 
Buffalo. 

Three prizes are being presented to those 
groups having the three highest scores by 
the Western New York Drug Trade Con- 
ference, the Buffalo Pharmaceutical Asso- 
ciation, and the Buffalo Drug Club. 

This is part of the college course in mer- 
chandising through effective show cards and 
displays. The effectiveness of windows is 
often lost sight of—not only the immediate 
sales producing types which seldom attract 
more than 20 per cent of the persons passing 
these windows for more than twenty seconds, 
but the educational professional window 
with its minimum sales appeal is the more 
dynamic force to attract and hold the atten- 
tion over longer time periods. The poten- 
tial customer is vitally interested in some- 
thing more than the mere advertising appeals 
about the products he purchases. In this 
respect the pharmacy has a golden oppor- 
tunity of making its public more aware of 
the rich historical heritage and stringent 
standards required of the thousands of items 
used by the public. The pharmacy has been 
a haven of help for centuries though changes 
in its exterior have deflected the fundamental 
features that distinguish it from all other 
business places. 

The window is a potential point to exhibit 
such educational merchandise peculiar to the 
pharmacy for any kind of a sale. It has 
been evaluated as being worth as much as 
50 per cent of the store’s rental. Not only 
should the pharmacist be pharmacy-minded 
but his public, too, and the window is the 
most valuable point for such contact. 

In many communities windows of this pro- 


fessional educational type have reawakened 
the public consciousness. This is the first 
time a program of such an extensive char- 
acter has been planned for a metropolitan 
city. From it not only will the students 
learn how to develop and profit by the in- 
stallation of such windows but the pharma- 
cists releasing his space will attract a 
greater interest and respect toward his 
store. The public appreciation for pharmacy 
and the services it renders constantly will 
naturally be increased. 

It is expected that in the future these win- 
dows will be installed by pharmacists them- 
selves at regular intervals. 





Berg and Styles 
at Chicago Meeting 


An interesting meeting was held by the 
Chicago Display Club, January 8, which was 
honored with the presence of E. J. Berg, 
Chicago, a past president of the I. A. D. M., 
and John Styles, president of the South Bend 
Display Club. J. Duncan Williams, execu- 
tive secretary, presided in the absence of 
J. W. Campbell. ~ 

The meeting was featured by -inspiration 
talks by Carl V. Haecker, E. J. Berg, 
and John Styles. In addition, an especialiy 
interesting discussion was given by G. L. 
Hermanson, display manager for the Repub- 
lic building, Chicago. This building supplies 
the display service for its tenants as a part 
of the rental and as the building is devoted 
almost exclusively to retail shops, Herman- 
son explained how a high quality of display 
was maintained for all at a trifling cost. 

At this meeting it was reported that the 
St. Louis Display Club had affiliated with 
the I. A. D. M., giving that city the honor 
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of being the first affiliated body in the re- 
organized national association. It was an- 
nounced also that many other cities were 
ready to align themselves with the national 
body and that some very good news would 
be forthcoming at the next meeting. 





Retail Sales Now 
on Upgrade 


Although a flash report from the Con- 
trollers’ Congress on 1933 sales of dry goods 
and department stores indicates a decline in 
dollar volume of 3.4 per cent compared with 
the year 1932 for the country as a whole, the 
rate of decline for the past several years has 
sharply diminished; in fact, in three of the 
Federal Reserve districts the downward 
trend was definitely reversed, Cleveland, 
Dallas and Atlanta showing gains. A ques- 
tionnaire to merchants in all parts of the 
country indicates that retailers are planning 
on an increase of 15 per cent in sales over 
the spring of 1933, and are making purchases 
accordingly. This is a contrasting situation 
to that which prevailed at the beginning of 
last year, when fear had grasped the entire 
country and when the purchasing power of 
the country seemed to be declining without 
end. The new spirit of optimism and con- 
fidence forecasts an improvement in condi- 
tions in the display field, because with in- 
creased volume retailers will more readily 
yield to the pleas of displaymen for in- 
creased budgets. 





Joyce Entertains at 
Burnt Match Bar 

The Shreveport Display Men’s Club, 
Shreveport, La., was recently entertained by 
E. Ted Joyce, display manager for M. Levy’s 
Sons and vice-president of the club, at his 
famous Burnt Match Bar, located in Bos- 
sier City, La. The bar was made and de- 
signed by Joyce himself and consists of 
thousands of burnt matches inlaid in walnut. 
It is claimed that it is the only bar of its 
kind in the world and the Shreveport dis- 
playmen, their wives and sweethearts had 
a most enjoyable time partaking of those 
liquids that abound in such an atmosphere. 





—E. Ted Joyce’s Famous Burnt Match Bar— 
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NATIONAL 
DISPLAYS 


96% 





96% 


Of All Service Installed 
Displays in Indianapolis Dur- 
ing 1933 Were Installed by 


National Displays, Inc. | 
| 


The most constructive significance to 
‘this accomplishment is that America’s 
leading advertisers placed their instal- 
lation contracts with us on the basis 
of quality and service, in spite of lower 
| quotations by our competitors. After 
all, the expenditure for window adver- 
tising is justified only by the sales 
results obtainable, which are insured 
when contracts are placed with a com- 
pany that has behind it an enviable 
record of satisfactory service. 


Sales Producing Factors 


Sell Our Service 


1. Installation on Traffic Streets Only. 


2. Uniform installation according to 
specifications. 

3. Guaranteed, seven-day, clear show- 
ing. 

4. Quotas completed on schedule. 





|R. 
We Invite | 
us. Your Investigation | 
WE DO OUR PART | 


National Displays, Inc. 


211 E. South St. Indianapolis, Ind. 
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“Build-Your-Own” background mate- 
rials is one of the big items in the new | 
Adler-Jones Spring catalog. But you will | 
marvel at the wide range of new ideas in | 
window display material. Metal letters, | 
turntable merchandisers, styled panels, 
new fabrics and decorative flowers are | 
also included in this greatest of all “Guide 
To Better Window Displays.” It’s free. 
Send for your copy today. 


Get Your Copy 

















N= 
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Merchandised 
Window Displays 
Installed for National Advertisers covering metropolitan area. 


Write for Booklet 


EXCELSIOR WINDOW TRIMMING CORP. 


MAXWELL M. SALT, Managing Director 


94 Plane Street, Newark, N. J. 


JONES 
YORK 


NEW YORK CITY 














Only Fourteen Seconds 
To Make A Sale 


By E. PRESTON BROWDER 
Windo-Craft Display Service, Buffalo, N. Y. 


Just fourteen seconds—that’s the average 
length of time that the buying public will 
stop to look at the display in the dealer’s 
window. 

This important fact has been proved by 
actual stop-watch count made recently in 
several cities and towns in the state of New 
York, and is, in my opinion, indicative of 
the country as a whole. It being understood, 
of course, that this would not necessarily 


apply to special or so-called deluxe type of 
display, or style merchandise display of the 
specialty shop or department store. 

It is interesting to note that in a similar 
survey which was made in 1928 only eleven 
seconds was the average time that the pas- 
serby paused to look at the dealer’s window 
display. 

This is fairly positive proof that sidewalk 
traffic interest in window display has in- 





-—T_EARN=_— 
Window Display, Advertising, 
Show Card Writing 
AT A PRACTICAL SCHOOL 


CHICAGO DISPLAY SYSTEM 
39 W. ADAMS ST., CHICAGO, ILL. 
Write for Booklet 

















creased about 27 per cent in a short space - 
of five years. 

Several important reasons are responsible 
for this increased interest: The tremendous 
advancement made in point-of-sale adver- 
tising; the decided improvement in the qual- 
ity of display produced by the advertiser, 
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e OPPORTUNITY EXCHANGE « 








FOR SALE—WALTERS’ FIT-RITE AND STA- 
ON WINDOW SOCK FOR DECORATORS. 
Made of heavy fleece-lined Jersey cloth, 55c 
pair, $3.25 half dozen, $5.25 dozen, postpaid. An 
elastic tape band is sewed in the top. Patented 
May 20, 1924. Fits over any shoe. Order by 
size shoes worn. 
J. M. WALTERS, Mfr. 

220 South Benton Way Los Angeles, Calif. 


POSITION WANTED 
Combination window trimmer and cardwriter 
with 12 years’ experience. Can design and con- 
struct modern backgrounds. Thirty years of 
age; married; employed at present, but desire 
change. Photos or samples of cards upon request. 


Address “D. F.” 
Care DISPLAY WORLD 


POSITION WANTED 


Window trimmer, sign and showcard writer, 
with six years’ experience in men’s clothing 
stores, wishes position. Twenty-six years of 
age. Best of references. 


FRANK A. HEIGHTSHOE 
1719 Lucinda St. Perry, Iowa 








POSITION WANTED—Display manager with 
years of exp. in leading dept. stores of Penn- 
sylvania, New York and Delaware. Can design 
windows with strong selling appeal, build back- 
grounds, write showcards, etc. Will locate any- 
where; reasonable salary demands. 


JOHN E. RHOADS 
1 Woodlawn Ave. Corning, N. Y. 





POSITION WANTED 


Displayman and Cardwriter, capable of assum- 
ing full charge of display department. Koester 
School graduate of 1922. Will go anywhere, and 
can submit samples of work on request. 


Address “M. A. O. N.” 
Care DISPLAY WORLD 


POSITION WANTED—Combination window 
trimmer and card writer with 12 years’ exp. in 
the dept. store display field. Can design and 
construct own backgrounds, do poster work, any 
kind of sign or card work. Five years’ exp. in 
crepe paper display. Married; aged 35; salary 
$25. Preferably location in Iowa or Minnesota. 
A-1 references. Address “L. D.” Care DIS- 





PLAY WORLD. 











POSITION WANTED : 
Displayman, 15 years’ exp. Last position with 
one of New York’s largest dept. stores. Can 
design and construct modern interiors and back- 
grounds, etc.; also paper mache and mechanical 


POSITION WANTED 


Department store display manager; ten years 
last position. Capable of assuming full charge 


of display department. Excellent reference. 


POSITION WANTED by display artist and ad- 
vertising man. Backgrounds scenic or others, 
commercial art work of any kind, outstanding 
posters and cards. Expert sign painter and 
neon man. Two years window trimmer with 
greatest furniture concern in New York. Age 


oe rr ee Pr eegg 7 lg Address “D. A. F.” 45, married. Moderate salary. 
Care DISPLAY WORLD Care DISPLAY WORLD PAUL E. ECKEL 
151 5th Ave. New York City 736 E. Tremont Ave. Bronx, New York 








POSITION WANTED 


Displayman and Cardwriter, experienced in spe- 
cialty displays. Will go anywhere, but prefer 
Middle West. Age, 24 years; married. Samples 
of window and card work on request. 


Address “F. L. B.” 
Care DISPLAY WORLD 


POSITION WANTED 
display designer. 
years’ with architectural 
Can supervise construction. 
Address “S. N. A.” 
Care DISPLAY WORLD 


show window 


experience 


Interior and 
Seven 
training. 











POSITION WANTED 


Creative artist is seeking position as creator 
of displays, novelties, pamphlet and window 
layouts. Also write copy. College education. 
Age 24; married; excellent references. 


FRANK McDONOUGH 
608 E. Twelfth Ave. Denver, Colo. 











_If You Are Not Now a 
~ REGULAR 
SUBSCRIBER 

_ This Order Blank Is 

| FOR YOU! 


| You're reading this issue and no 
| doubt have found it offers a complete 
review of modern, up-to-date window 
| and store display methods and expe- 
riences. You can’t get the full bene- 
| fit from The DISPLAY WORLD un- 
| less you get it regularly, and the cost 
is only $3.00 per year. Use this order 
blank TODAY. 


| 
 cietieesndodpnnehanbadapeiacoasssnecabensenee 


|THE DISPLAY PUBLISHING CO., 
| Cincinnati, Ohio. 

| Gentlemen: Enclosed find $3.00 for a year’s 
| subscription to DISPLAY WORLD, twelve is- 
sues, beginning with the next number. 
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| tional for Canadian and foreign orders. 




















and the improved methods of installation. 
Not forgetting also that Mr. and Mrs. Con- 
sumer are taking more time for deliberation 
and are a little more careful in their selec- 
tion of merchandise today than they did in 
the boom days of 1928-29. 


Since we have so few seconds in which to 
present our window display message to the 
passing public, the display material must be 
simple, attractive, understandable copy, and 
expertly arranged before a suitable back- 
ground embellishment. A slip-shod, poorly 
arranged display, or conglomeration of mer- 
chandise, dummies, posters or cards, tends 
to confuse the passerby and will not com- 
mand the attention for even a few seconds. 


Granting there has been a tremendous im- 
provement and increase in window display 
advertising in recent years, it is surprising 
to note the number of advertisers who do 
not seem to realize the importance of their 
window display message and its presentation 
to the public. It is too often considered as 
just another dealer help, and sent out pro- 
miscuously to the retailer to compete with 
dozens of other competitive displays, believ- 
ing it will find its way into the window. 


Today, in any key city and most towns 
throughout the United States are located 
one or more thoroughly dependable window 
display installation services, capable of 
properly presenting your sales message for 
a very few cents per thousand circulation. 
Years of experience and study have taught 
these specialists something of the art of 
stopping and holding the attention oe careful 
shoppers. 
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For Display Equipment 
: and Decorations 













Invites 
Your Patronage 

















BOTANICAL THE KOESTER SCHOOL 


325 WEST MADISON STREET 
367 WEST ADAMS STREET 


Decorations of Character 
Send a Sketch of What’s Wanted and Correspondence Instruction 


We Will Submit Samples 

















W. L. STENSGAARD & ASSOCIATES, INC. NATIONAL CARD, MAT & BOARD CO. 


MERCHANDISE MART 4318-36 CARROLL AVENUE 
Window Display Producers and Counsellors Showcard Boards—Mat Boards 




















MESSMORE & DAMON, Inc. | MILEO’S NEW LINE OF MANNEQUINS 














Creators of Mechanical Displays for Show Window Will either sit or stand—Flexible Arms and Hands 
and Advertising Purposes which can be used in any position desired. 
404-408 W. 27TH STREET MILEO—44 EAST 8TH STREET, NEW YORK 
DISPLAY EQUIPMENT CO. EINSON-FREEMAN CO., Inc. 


Lithographed Window and Counter Displays 
for National Advertisers 


STARR AND BORDEN AVES. 
530 SEVENTH AVENUE LONG ISLAND CITY, N. Y. 


Display Fixtures and Mannequins 
Complete Display Equipment 











THESE DISPLAY SPECIALISTS ARE READY TO SERVE YOU 
2 eee ees oer Oe 


Our Business INCREASED 
15% in 1933 


Yes, thank you—more and better 
customers. 


Perhaps we can help you solve 
some problems of dealer co-operation 


for 1934. 


We are installing displays in 4,000 
cities and towns, through associate of- 


fices in 140 cities. 


Our men know their business, and 
they know the dealers. 


Write us now. 


WINDOW ADVERTISING, Inc. 


560 W. Lake Street 300 Fourth Avenue 
Chicago, Ill. New York, N. ¥. 





P. S.—We want the names of manufacturers, of both drug and 
grocery products, who are interested in a new and better 
plan for sampling. Let us tell you about it. 





